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Media  raided  in  Reno 

Police  seek  videotapes,  print  notes  pages 


Gannett’s  Bushee 
on  Cincy  hot  seat 

Ward  H.  Bushee,  editor  of 
the  Reno  Gazette-Journal, 
takes  over  troubled 
Cincinnati  Enquirer 
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No  punches  pulled 
in  Denver  circ  war 

Would  you  believe 
annual  Sunday-Friday 
subscription  prices 
at  just  over  $3? 
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Super-latives 

Mega  SuperCon  gathering 
covers  everything  from 
latest  in  digital  ads 
to  new  post-press  tech 

Page  10 


NBA  contract 
fine  print 

Heavy  fines  for  players 
who  duck  the  press, 


commissioner  vows 


A  little  AMBrflOUG  DONT 
Vou  THINK.  CHARUE? 


SWKE  RIGHT. 
X'LL  pur 
TEN 

Pounds. 


. III 


If  one  of  your  resolutions  is  to  increase  readership, 
look  into  "Nest  Heads."  It  hits  home  with  empty-nesters, 
baby  boomers,  grandparents  and  even  the  college  crowd. 


OUR  GROWING  FAMILY: 

Philadelphia  Enquirer 
Detroit  Free  Press 
St.  Paul  Pioneer  Press 
The  Chicago  Tribune 
The  Denver  Post 
Dallas  Morning  News 
Albuquerque  Journal 
The  Oregonian 
Seattle  Post  Intelligencer 
San  Francisco  Chronicle 
The  San  Diego  Union-Tribune 


Become  part  of  the  "Nest  Heads"  family.  It's  a  lot  easier  than  losing  weight. 
Call  us  toll-free  today.  1-800-238-6196. 


5&P 

S(/3SCP/3£PS 


Leam  MORE  about  the  activ¬ 
ities  of  the  FREE  PAPER 


industry  in  FPP,  Free  Paper 
Publisher.  It’s  the  only  maga¬ 
zine  exclusively  serving  the 
free  paper  industry. 

•  Advertising  Sales 

•  Circulation  Strategies 

•  Distribution  Issues 

•  Conference  Wrap-ups 

•  Technical  Updates 

•  New  Media 

•  Awards 

•  People 

•  Ownership  Changes 
...and  much  more 


Editoi; 


E<S?P  NEWS  &  FEATURES 


Cover  Story:  TV  hypes  local  buys 

Challenging  newspapers  on  their  own  turf. 

Television  Advertising  Bureau  unleashes  big  ad  push 

Denver  circulation  wars 

Penny-wise,  pound-foolish? 

Raided  Reno  media  screams  foul 
SuperCon  exhibits  global  influence 
NBA  demands  full  court  for  press 
Forum  Network  makes  TV  debut 

DC  cable  TV  and  Freedom  Forum 
launch  public  affairs  network 

Newspaper  recruitment 

Desperately  seeking  geeks 
and  salespeople  for  Web  ventures 


NAA’s  Don  Hensel 
suits  up  for  fashion  show 
at  SuF>erCon  ’99.  -  p.  10 


Cov^r  Image  :  Ann  Giordano 


E(SrP  DEPARTMENTS  &  COLUMNS 


Business 

Unusual  cluster  deal  builds 
Singleton’s  California  empire 

New  Media 

Poll  shows  weather  is  Web  favorite 

Marketing  &  Sales 

Newspaper  Association  of  America  unveils 
classified  advertising  exchange  standard 

Syndicates/News  Services 

‘Dilbert’:  Screen  saver 
for  a  struggling  TV  network? 

Technology/Pressroom 

Readers  shmg  at  slimmer  pages 
after  conversion  to  50-inch  web 

Shop  Talk  at  Thirty 

Contest  judge  undergoes  restoration  of  faith 


Only  $11.97 

for  6  months! 

Call  today 

1-800-783-4903 

Ask  for  special  offer  tlMAEP 


E6fP  NEED  TO  KNOW 


Scott  Adams’  ’Dilbert’ 
spawns  animated  UPN 
^  series.  Stay  tuned.  •  p.  34 
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FEBRUARY 


S  M  T  W  T  P  S 

JL  A  3  4  5  6 
_7_  8  ^  10  11  12  13 
14  15  16  17  18  19  20 
21  22  23  24  25  26  27 
28 


National  Writers  Union.  Workmen’s 
Circle,  New  York,  N.Y. 


3 _ 4  5  6  17-20  E&P  Interactive  Newspapers  Conference 

J2J13  •99_  Hyatt  Regency,  Atlanta.  Ga. 

17  18  19  20 

24  25  26  27  24-26  American  Association  ot  Advertising 

Agencies  Media  Conference  &  Trade 
Show,  New  Orleans,  La. 

Suburban  Newspapers  of  America  Spring  Publishers  Conference, 
Marquis  Resort,  Palm  Springs,  Calif. 

Inland  Press  Association  Weekly  Newspaper  Publishers 
Conference.  Tucson,  Ariz. 

Inland  Press  A.ssociation  Key  Executives  Conference. 

El  Conquistador,  Tucson.  Ariz. 


4-8  National  Association  of  Hispanic  Pub- 

_  ' '  — ^  lications  Annual  Convention.  Waterfront 

S  M  T  W  T  r  S 

1  2  3  4  5  6  Hilton.  Huntington  Beach.  Calif. 

7  8  9  10  11  12  13  17-20  National  College  Media  Spring 

14  15  16  17  18  19  20  Convention,  Marriott  Marquis. 

21  22  23  24  25  26  27 

28  29  30  31 

17-20  National  Newspaper  Association 
Government  Affairs  Conference, 

Hyatt  Regency  on  Capitol  Hill, 
Washington,  D.C. 

18- 20  Independent  Free  Papers  of  America  Spring  Conference,  Adams 

Mark  at  the  Florida  Mall,  Orlando,  Fla. 

19- 20  Society  of  Professional  Journalists  Region  One  Annual 

Convention,  The  Omni,  New  Haven,  Conn. 

20- 23  Inter-American  Press  Association  Mid-year  Meeting,  Hotel 

Wyndham.  Montego  Bay,  Jamaica 

21- 23  Inland  Press  Association  Editors  Conference,  Chicago,  111. 

28-1  America  East  Newspaper  Operations  &  Technology  Conference. 

Hershey  Lodge  &  Convention  Center,  Hershey,  Pa. 


Note:  To  list  events,  please  fax  Jennifer  Waber  at  (212)  691-7287. 


Primed  in  USA.  Vol.  132,  No.  3,  January  16.  1999.  EDITOR  &  PI  BLISHER.  THE  FOl'RTH 
ESTATE  (ISSN:  ()0I3-094X)  is  published  weekly  by  the  Editor  &  Publisher  Co.  Editorial  and  business 
offices  at  1 1  West  19th  Street.  New  York,  N.Y.  1001 1 .  Periodicals  postage  paid  at  New  York.  N.Y.,  and 
additional  mailing  otfices.  Printed  at  The  Mack  Printing  Group.  Easton,  Pa.  1K042.  Titles  patented  and 
registered  and  contents  copyrighted  1998  by  Editor  &  Publisher  Co.,  Inc.  All  rights  reserved.  Annual 
subscription  $75  in  the  United  States  and  possessions  and  in  Canada.  All  other,  $135.  No  claims  for 
back  issues  honored  after  one  year. 

Postmaster:  Plea.se  send  address  change  to:  EDITOR  &  PI  BLISHER,  THE  FOl  RTH  ESTATE. 
P.O.  Box  3(K)0.  Dept.  Editor  Publisher.  Denville.  NJ  07834-3(XX). 


IFOR‘S 


Enter  your  best  newspaper  marketing  efforts  of  1998!  Open  to  all 
newspapers:  daily,  weekly,  paid  or  free.  You  need  not  be  a  member 
of  the  International  Newspaper  Marketing  Association  to  enter. 

Awards  are  presented  in  four  circulation  groups  in  each  of  the  17 
categories  including  in-paper  and  printed  materials,  other  media, 
and  programs/initiatives. 

Winners  will  be  announced  in  the  May  29  issue  of  E&P  and  awards 
presented  on  May  24  at  the  69th  Annual  INMA  World  Congress  of 
Newspaper  Marketing  in  Miami,  Fla. 

The  Call  for  Entries  and  entry  forms  have  been  mailed.  If  you  did 
not  receive  yours  and  would  like  to  enter  the  competition,  contact: 

E|P  INMA 

Ask  for  Larry  Bumagiel  Ask  for  E&P/INMA  Awards  coordinator 

Tel;  (212)  675-4380  •  Fax  (212)  929-1259  Teh  (972)  991-5900  •  Fax:  (972)  991-3151 
E-mail:  larryb@medialnfo.com  E-maih  loubier@lnma.org 

Entry  forms  are  available  on  the  Web;  www.inma.org/marketing.awards.html 
Entry  deadline  is  February  1, 1999 


ExSfP  CALENDAR 


JANUARY  15-16  Midwest  Free  Community  Papers  Winter 
's~ivi  T  W  T  F — s'  Meeting,  Embassy  Suites.  Des  Moines,  Iowa 

_  1  2  28-31  Parenting  Publications  of  America  Annual 

^  ^  Conference,  Westin  Horton  Plaza,  San 

10  11  12  13  14  15  16  A  .  •  T 

-  Antonio,  Texas 

17  18  19  20  21  22  23 

2*,^25  26  27  28  29  30  29-30  New  England  FYess  Association 

Conference,  Boston  World  Trade  Center, 
Boston,  Mass. 

Association  of  Alternative  Newsweeklies  -  West.  Holiday  Inn 
Gateway  Hotel.  San  Francisco,  Calif. 

Association  of  Free  Community  Papers  Mid-Winter  Meeting. 
Disney  Institute,  Orlando,  Fla. 
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AWARDS 

Honoring  Excellence  In 
Newspaper  Marketing 
rldwide 


HOT  TYPE 


Dateline  1000,  and  levity,  in  WSJ 


It  was  Monday,  Jan. 

11  —  but  the  date-  t 
line  in  The  Wall  Street 
Journal  read  Monday, 

Jan.  1,  1000. 

It  was  on  one  of 
two  special  sections 
on  the  millennium 
and  its  front  page  — 
a  replica  of  the  mod¬ 
em  Page  One  —  documented  “what  we 
would  have  reported  at  that  time  if  we 
were  around,”  says  Lawrence  Ingrassia, 
the  news  editor  who  prepared  the  issue. 
One  headline  said,  “No  apocalypse 
now:  Y 1 K  anxiety  ends,  but  world  does¬ 
n’t”  and  the  lead  story  reported  on  the 
growing  European  spice  trade  with 
Asia.  Inside,  the  section  covered  more 
contemporary  Y2K  news. 

The  second  millennium  .section, 
which  had  a  color  front,  examined  how 
the  world  evolved  into  what  it  is  and 
highlighted  the  greatest  technological 
innovations  (No.  1:  Gutenberg’s  inven¬ 


tion  of  movable  type), 
the  rise  of  the  stock 
market  after  its  start 
in  1531  in  Antwerp, 
Belgium,  and  the 
birth  of  modem  in¬ 
dustry  with  Henry 
Ford’s  assembly  line. 

Together  the  sec¬ 
tions  filled  56  pages. 
“There’s  a  lot  of  stuff  on  the  millenni¬ 
um,  but  this  was  a  different  take,”  says 
Ingrassia.  “Our  take  was  on  business 
and  economics.  That  played  to  our 
strength.  We  were  also  looking  back 
globally  and  had  contributions  from 
people  all  over  the  world.” 

Reflecting  a  discrete  dash  of  humor, 
full-page  ads  promoting  the  issue  de¬ 
clared:  “If  you  missed  our  last  millenni¬ 
um  issue,  be  sure  to  pick  up  the  new 
one.”  The  year- 1000  front  page  is  also 
being  sold  separately  as  a  poster 
($19.75  includes  shipping). 

—  Ken  Liebeskind 


SPJ  exec  bolts 
after  8  months 

After  less  than  eight  months  on  the  job, 
the  executive  director  of  the  Society  of 
Professional  Journalists  (SPJ)  resigned  Jan. 
14.  Dennis  Norris  is  leaving  the  Green- 
castle,  Ind.-based  organization  to  become 
executive  director  of  the  Leukemia  Society 
of  America’s  Indiana  chapter  in  Indiana¬ 
polis.  He  joined  SPJ  in  May  1998. 

Norris’  departure  does  not  indicate 
problems  at  SPJ,  the  nation’s  largest  jour¬ 
nalists  organization,  with  13,500  mem¬ 
bers,  says  president  Wendy  S.  Myers,  edi¬ 
tor  of  Veterinary  Economics  magazine. 

“He  had  another  opportunity  that  was 
just  too  good,”  Myers  says.  “I’m  real  con¬ 
fident  our  membership  service  and  activi¬ 
ties  will  continue.  We  have  a  competent, 
committed  and  professional  staff.”  And. 
she  adds,  SPJ’s  president-elect.  The 
Indianapolis  Star-News  environmental 
reporter  Kyle  Niederpruem,  is  nearby. 

A  search  committee  has  been  appoint¬ 
ed.  and  some  candidates  have  already 
expressed  interest  in  the  job,  she  adds. 
Norris  did  not  immediately  return  a 
phone  message  for  comment. 

—  Mark  Fitzgerald 

AP  plans  memorial 
for  slain  producer 

A  memorial  service  for  slain  TV  produc¬ 
er  Myles  Tierney  will  be  held  at  the  News- 
eum  in  New  York  at 
10:30  a.m.,  Jan.  25,  at 
the  Newseum. 

Killed  Jan.  10 
while  covering  the 
civil  war  in  Sierra 
Leone,  Tierney,  based 
in  Kenya  for  Asso¬ 
ciated  Press  Televi¬ 
sion  News,  was 
among  a  group  of  jour¬ 
nalists  traveling  through  downtown  Free¬ 
town,  accompanied  by  government  Infor¬ 
mation  Ministry  officials.  The  Associated 
Press  reported.  A  man  approached  the 
four-vehicle  convoy  and  exchanged  words 
with  a  soldier  who  was  riding  with  the 
group.  The  soldier  was  from  a  West 
African  coalition  force  guarding  Sierra 
Leone’s  elected  govemnieni. 

The  man  then  fired  on  the  station  wagon 
Tierney  was  in  with  a  semiautomatic  rifle. 
Tierney  died  immediately. 


Nigel  Baker,  head  of  news  for  AP’s 
video  news,  says  Tierney  “was  a  man  of 
immense  energy,  immense  resourcefui- 
ness,  and  immense  charm.” 

Tierney  was  a  freelance  producer  for 
the  AP  in  Burundi  before  joining  the  staff 
in  1996.  He  briefly  went  to  his  native  New 
York  to  set  up  AP’s  TV  news  bureau  there. 
Three  months  later,  he  returned  to  his  true 
calling,  foreign  coverage  in  Africa. 

Baker  says  Tierney’s  greatest  accom¬ 
plishment  was  in  Zaire  in  1997,  where  he 
spent  three  months  in  the  bush  tracking  the 
advance  of  a  rebel  army. 

“It  leaves  a  gigantic  hole  in  our  opera¬ 
tions,”  says  Baker  of  Tierney’s  death,  not 
only  because  of  his  journalistic  skills  but 
because  of  his  charm  and  strengths. 

“Certainly,  Myles  the  man  is  impossible 
to  replace.  He  is  irreplaceable,”  Baker  says. 

Also  wounded  in  the  shooting  that  killed 
Tierney  was  AP  news  producer  Ian  Stewart, 
who  was  flown  out  of  the  country  and 
underwent  surgery  in  London,  says  Tori 
Smith,  director  of  communications  for  AP. 
Stewart  still  has  a  bullet  lodged  in  his  brain, 
she  says,  although  it  is  not  life-threatening. 

AP  photographer  David  Guttenfelder, 
who  also  was  in  the  vehicle,  received  cuts 
and  bruises  from  flying  glass. 

—  Kelvin  Childs 


Bushee  steps  up 
in  Cincinnati 

Ward  H.  Bushee  has  been  named  to 
succeed  former  Cincinnati  Enquirer  edi¬ 
tor  Lawrence  K.  Beaupre,  who  was  pro¬ 
moted  to  Gannett  Co.’s  corporate  staff 
after  overseeing  a  journalistic  debacle 
involving  Chiquita  Brands  International. 

Bushee,  the  49-year-old  editor  of  the 
Reno  Gazette-Journal  in  Nevada,  was 
appointed  editor  and  vice  president  of  the 
Enquirer  Jan.  13  by  Gannett  Co.,  owner 
of  both  papers  and  the  nation’s  largest 
newspaper  company.  Bushee  “has  long 
been  recognized  as  one  of  the  leading 
editors  in  the  company,”  says  Enquirer 
publisher  and  president  Harry  M. 
Whipple. 

Last  November,  Beaupre  took  a  post  at 
Gannett’s  Arlington,  Va.,  headquarters  but 
denied  the  move  involved  the  Chiquita 
affair.  Bushee  steps  in  seven  months  after 
the  Enquirer  renounced  a  series  critical  of 
Chiquita  banana  company.  The  paper  says 
the  lead  reporter  illegally  broke  into 
Chiquita’s  voice  mail  system  and  paid 
Chiquita  more  than  $10  million. 

Bushee  has  been  with  Gannett  since  it 
bought  the  Independent  Journal  in  1977. 


Myles  Tierney 
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Call  for  Entries  -  The  1999  Batten  Medal 


Barry  Yeoman  cares  about  everyday  people. 

"Far  too  many  of  the  best  newspaper  reporters  are 
journalists  first  and  human  beings  second,"  says 
Yeoman’s  editor.  Bob  Moser  of  The  Independent  Weekly 
in  Durham,  North  Carolina. 

"Barry  is  a  fierce  reporter  and  a  tuneful  writer,  but 
he  steadfastly  refuses  to  sacrifice  his  humanity  or  the 
humanity  of  his  subjects  for  the  sake  of  a  good  story. 

"He  understands  that  journalism  matters  most  when 
it  speaks  eloquently  and  passionately  for  those  whose  ’ 
voices  are  stifled  and  whose  humanity  is  overlooked." 

The  power  of  Yeoman's  work  earned  him  last  year's 
Batten  Medal  and  an  accompanying  $2,500  prize. 

The  Batten  Medal  was  created  as  a  tribute  to  the 
late  James  K.  Batten,  a  revered  reporter,  editor  and  * 
executive  for  Knight  Bidder  newspapers. 

Each  year,  the  medal  which  bears  his  name  honors  a 
journalist  whose  work  embodies  Batten's  personal  and 
professional  values  —  compassion,  fairness,  courage 
and  a  deep  concern  for  the  underdog. 

Nominations  are  now  being  sought  for  the  1999 
Batten  Medal. 


The  1999  Batten  Medal  and  the  $2,500 
prize  will  be  awarded  to  a  single  individual  for 
his  or  her  body  of  work. 

Entries  must  be  postmarked  March  1,  1999. 
The  winner  will  be  selected  by  an  independent 
jury  chaired  by  former  editor  and  publisher 
Larry  Jinks. 

The  judges  will  honor  work  representing 
outstanding  journalism  over  a  period  of  time. 
The  nomination  letter  must  reflect  how  the 
entry  reflects  the  values  of  Jim  Batten. 

A  single  series  or  individual  project,  how¬ 
ever  noteworthy,  will  not  qualify.  All  work  must 
have  been  published  within  the  three  calendar 
years  prior  to  January  1, 1999. 

The  Batten  Medal  may  be  awarded  to  any 
reporter,  columnist,  editorial  writer,  photo¬ 


grapher  or  graphic  artist  whose  work  has 
appeared  in  a  daily  or  weekly  newspaper  in 
the  United  States. 

The  entry  should  be  accompanied  by  no 
more  than  10  articles,  photos  or  graphics. 
Additional  supporting  material  or  documen¬ 
tation  is  allowed.  The  publication  date  must  be 
visible  on  each  piece  of  work.  Quality  copies 
are  acceptable.  The  entry  should  be  well- 
organized  so  it  can  be  easily  handled. 

The  following  certification  should  accom¬ 
pany  each  entry  and  should  be  signed  and 
dated;  "I  certify  that  the  information  included 
in  the  accompanying  materials  for  the  1999 
Batten  Medal  accurately  and  truthfully  reflects 
the  entry,  dates  of  publication  and  its  impact 
and  outreach." 


Entries  should  be  mailed  to: 

Foundation  for  the  Batten  Medal 
c/o  Jerry  Ceppos,  Executive  Editor 
San  Jose  Mercury  News 
750  Bidder  Park  Drive 
San  Jose,  CA  95190 

Questions  should  be  directed  to 

Zachary  Stalberg 
c/o  Philadelphia  Daily  News 
P.O.  Box  7788 
Philadelphia,  PA  19101 
Telephone:  215-854-5905 
E-Mail;  stalbez@phillynews.com 
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Pennies  frem  heaven 


The  Mile  High  Club  heats  up  as  Denver  newspapers  battle  for  customers 


by  David  Noack 

While  The 

Denver  Post 
and  the 

Denver  Rocky  Moun¬ 
tain  News  battle  for 
circulation  supremacy, 
the  immediate  win¬ 
ners  are  readers  who 


ably  felt  they  had  an 
open  run  this  time,” 
says  Vernon  Mallinen, 
the  Post's  circulation 
and  marketing  director. 

He  says  that  while 
the  paper  gains 

What  a  deal!  The  Denver  Rocky  Mountain  News  offers  potential  subscribers  a  year  more  subscribers,  it 
subscription  for  just  $3.12.  They  can  get  a  second  year  for  just  a  penny  more.  hurts  “your  long¬ 

term  revenue.” 


Only  A  Penny  A  Day  -  6<(  A  Week! 


have  signed  up  at  fire-sale  prices. 

The  latest  skirmish  in  one  of  the  most 
competitive  newspaper  markets  in  the 
country  has  also  been  one  of  the  most 
aggressive,  with  subscription  rates  barely 
amounting  to  token  payments.  Most  of  the 
circulation  push  was  handled  by  direct 
mail,  telemarketing,  and  solicitors. 

The  tabloid  News,  owned  by  the  E.W. 
Scripps  Co.,  through  a  limited  and  targeted 
direct-mail  effort,  offered  new  customers  i 
Sunday  through  Friday  editions  at  $3. 1 2  for  | 
the  first  year  and  one  cent  for  the  second 
year.  The  subscription  drive  started  in 
November,  but  News  officials  would  not 
say  whether  the  drive  has  ended. 

The  Post,  owned  by  William  Dean 
Singleton’s  MediaNews  Inc.,  responded 
with  their  own  Sunday  through  Friday  offer 
at  $3.12  for  the  first  year,  $6.24  for  the  sec¬ 
ond  year  and  $9.36  for  the  third  year.  Their 
campaign,  which  also  began  in  November, 
recently  ended. 

Both  papers  are  vowing  not  to  let  the  other 
gain  an  edge  by  offering  deeply  discounted 
prices  in  order  to  gain  a  circulation  advantage. 


“Our  decisions  regarding  pricing  are  based  on 
one  simple  fact:  We  will  not  let  our  competi¬ 
tor  buy  the  market  through  discount.” 

She  declined  to  say  how  many  new  sub¬ 
scribers  were  gained  or  when  the  current 
campaign  will  end. 

“That  is  competitive  information  that 
we  are  not  willing  to  share.  You’ll  have  to 
wait  until  the  March  publishers  state¬ 
ment,”  says  Sease. 

The  Newspaper  Association  of  America 
(NAA)  declined  to  comment  on  the  circu¬ 
lation  war. 

ABC  is  keeping  a  watchful  eye  on  these 
kinds  of  circulation  price  wars.  Their  main 
concern  is  that  the  paper  recovers  at 
least  half  of  whatever  the  price  happens  to  be. 

The  Post,  which  in  the  past  has  not 
responded  to  the  News'  circulation  effort, 
this  time  decided  to  respond. 

“This  was  really  one  of  those  competitive 
things  where,  are  you  going  to  let  them  stand 
there  alone  and  scoop  up  a  lot  of  your  busi¬ 
ness  or  are  you  going  to  compete  and  neutral¬ 
ize  what  they’re  doing.  Since  we  did  not  chal¬ 
lenge  them  the  year  before,  [the  Vewj]  prob- 


“In  a  vacuum,  we  would  not  have  done 
this.  We  can’t  allow  them  to  buy  the  market. 
Last  year  we  had  sufficient  growth  in  lead 
on  them.  Even  when  they  did  it,  it  allowed 
us  to  widen  our  lead,  but  we  don’t  want  to 
be  so  confident  that  we  allow  them  to  sneak 
one  in  on  us,”  he  says. 

Mallinen  declined  to  say  how  many  new 
subscribers  the  paper  picked  up,  but  adds, 
“You  can  use  an  adjective  like  considerable.” 

One  Post  circulation  source  says  that 
once  this  kind  of  offer  is  known  publicly, 
there  is  a  subscriber  chum  rate,  where  read¬ 
ers  cancel  their  existing  plan  and  sign  up 
under  the  new  price. 

Ken  Noble,  president  of  Noble 
Consultants,  a  media  consulting  firm  in 
Port  Aransas,  Texas,  says  that  in  such  a 
competitive  market,  each  paper  is  closely 
watching  the  other. 

“I  can’t  dispute  the  potential  problems 
involved  in  a  circulation  war.  If  you  don’t 
cut  price  and  your  competitor  does,  what 
does  that  do  to  you?”  says  Noble. 

James  Brodell,  a  journalism  professor  at 
Metropolitan  State  College  in  Denver,  says 


The  bargain  subscription  rate  offers 
come  after  the  most  recent  Audit 
Bureau  of  Circulations  (ABC)  Fas-Fax 
report  that  ended  Sept.  30  of  last  year 
showed  the  News  gaining  on  the  Post. 

The  News  added  an  average  of 
29,024  copies,  for  a  9.6%  circulation 
gain  to  331,978,  putting  it  within 
10,000  copies  of  the  Post,  which  added 
4,138  copies,  for  a  1.2%  circulation 
boost  to  341,544. 

The  Mile  High  City  papers  also 
increased  their  Sunday  circulation.  The 
News  captured  17,453,  or  a  4.2%  gain 
to  432,931  and  the  Post  garnered 
13,477,  a  2.9%  jump  to  484,657.  In 
1990,  the  News  led  the  Post  by  more 
than  100,000. 

Linda  Sease,  the  News'  vice  president 
of  marketing  and  public  relations,  says. 


Get  Den^S^  Best 
Newspa|Hv  Just 
A  Penny  A  Day! 

6  Days  A  Week  For 


’  Indged 
rtilnrado'k  Bc!>t 
Newspaper  For 
I  he  Third  Straight 
Year!  mb 


The  Rocky  Mountain  News  seduces  subscribers  with 
its  new  sales  pitch  in  an  effort  to  boost  circulation. 


readers  are  getting  a  bargain. 

“It  seems  to  me  that  we  get  a  real 
good  deal.  I  can’t  imagine  a  suburban 
daily  in  some  of  the  other  cities  in 
Colorado,  I  can’t  imagine  how  they 
can  compete,”  says  Brodell. 

He  speculates  that  in  order  to  finance 
this  circulation  push,  the  papers  are  not 
spending  money  elsewhere. 

“The  money  has  to  come  from 
somewhere  and  some  of  it  must  be 
coming  from  the  editorial  budget, 
although  the  Post,  I  think,  is  produc¬ 
ing  more  news  than  it  has  been.  I’m 
not  sure  it  is  necessarily  the  most 
thoughtful  news,”  says  Brodell. 

A  Post  source,  who  did  not  want  to 
be  named,  agreed  with  Brodell’s 
assessment  but  declined  to  say  which 
departments  are  being  hit.  m 
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Media  raided  in  Reno 

Police  seek  videotapes  and  print  notes 


by  Steve  Friess 

The  alleged  sniper  suspect  had 
already  confessed  on  videotape  to 
police.  He’d  been  found  in  a  stolen 
vehicle  near  Las  Vegas  about  12  hours  after 
a  shooting  rampage  on  Interstate  80  near 
Reno,  Nev.,  and  he  freely  admitted  to  any¬ 
one  who  asked  that  the  truck  full  of  rifles 
he  carried  was  intended  for  a  cross-state 
murder  spree. 

Nevertheless,  Washoe  County  police 
stormed  the  newsrooms  of  the  Reno 
Gazette-Journal  and  three  Reno  TV  sta¬ 
tions  on  Jan.  6  with  search  warrants, 
demanding  unedited  video  and  notes  from 
jailhouse  interviews  with  Christopher  Lee 
Merritt  be  preserved. 

In  the  case  of  KOLO-TV,  police  seized 
the  tape.  The  newspaper  and  one  station, 
KTVN-TV,  were  allowed  to  keep  their 
material  after  pledging  not  to  destroy  them, 
while  KRNV-TV  gave  a  sealed  copy  of  its 
interview  to  the  judge  who  issued  the 
search  warrants. 

Washoe  County  District  Attorney 
Richard  Gammick  backed  down  and 
returned  the  KOLO  tape  the  following 
day  in  the  face  of  a  threatened  lawsuit 
from  station  owner  Donrey  Media  Group. 
But  the  incident  threw  the  Reno  media 
into  turmoil. 

Merritt,  20,  detailed  his  alleged 
involvement  with  the  Jan.  4  shootings 
along  1-80  in  interviews  with  the  three  TV 
stations,  the  Reno  paper,  and  The 
Associated  Press.  He  offered  similar  infor¬ 
mation  to  police.  One  man  was  shot  in  the 
chest  but  not  slain,  and  two  other  people 
were  injured  slightly  from  flying  glass  in 
the  incident. 

“Some  extremely  poor  judgment  was 
used  and  someone  was  negligent  in 
researching  the  law  before  resorting  to 
these  heavy-handed  tactics,”  states 
Nevada  Press  Association  executive  direc¬ 
tor  Kent  Lauer,  who  could  not  recall 
another  recent  newsroom  raid  anywhere 
in  the  state.  “In  Nevada,  it’s  a  pretty  rare 
occasion.” 

Lauer  and  Donrey  attorney  Kevin  Doty 
say  the  seizure  of  the  tape  violated  Neva¬ 
da’s  shield  law  forbidding  governments 
from  taking  any  information  gathered  by 
reporters  in  their  professional  capacity. 
And  they  charged  the  seizure  violated  the 
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federal  Privacy  Protection  Act  of  1 980  that 
blocks  the  issuance  of  search  warrants 
against  the  media,  unless  to  prevent  a  death 
or  .serious  injury. 

Doty  notes  the  district  attorney’s  office 
videotaped  at  least  some  of  the  interviews 
themselves. 

“I  was  really  surprised  when  this  hap¬ 
pened.  especially  because  he  was  confess¬ 
ing  to  everyone  he  came  in  contact  with,” 
Doty  says. 

Doty  says  KOLO  will  challenge  a  sub¬ 
poena  for  the  tape,  although  none  has 
been  filed. 

Gammick,  who  did  not  return  calls, 
wrote  a  Jan.  11  essay  in  the  Gazette- 
Joiirnal  in  which  he  argued  the  tapes  and 
notes  are  evidence  that  he  needed  to  pre¬ 
serve.  He  said  that  on  two  prior  occa¬ 
sions,  Reno  television  stations  had 
destroyed  tapes  he  had  requested  they 
retain. 

“It  is  my  belief,  which  is  supported  by 
numerous  courts  throughout  the  country, 
that  when  a  member  of  the  news  media 
obtains  a  statement  from  a  defendant,  par¬ 
ticularly  when  they  are  in  custody,  that 
entire  statement  is  potential  evidence,” 
Gammick  wrote. 

The  incident  is  the  second  run-in 
between  Washoe  County  police  and  the 
media  in  the  past  year.  Two  Gazette- 
Journal  photographers  were  arrested  in 
August  during  a  riot  that  followed  a  sum¬ 
mer  car  festival. 

Both  say  they  were  roughed  up,  their 
camera  equipment  damaged,  and  exposed 
film  ruined  because  they  were  taking  pic¬ 
tures  of  police  officers  beating  suspects  at 
the  rally. 

One  photographer,  Mark  Studyvin, 
pleaded  no  contest  in  November  to  two 
counts  of  obstructing  and  resisting  police 
and  paid  a  $390  fine. 

The  case  against  the  other  photographer, 
Steve  Keegan,  remains  open  after  a  trial  in 
November  was  postponed. 

Another  San  Francisco  writer  says  he 
also  was  arrested  and  beaten  at  the  riot  when 
he  showed  officers  his  press  pass  and  asked 
for  help  in  locating  his  daughters. 


Friess  is  a  county  government 
reporter  at  the  Las  Vegas  Review 
Journal,  which  is  owned  by  Donrey 
Media  Group. 
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Iowa  City  tops 
best  city  iist 

Iowa  City,  Iowa,  tops  the  list  of  best 
metropolitan  areas  in  the  United  States 
in  which  to  live.  So  reports  the  just- 
released  The  Editor  &  Publisher  Market 
Guide,  which  ranks  Boulder-Longmont, 
Colo.;  Columbia.  Mo.;  Btyan-College 
Station,  Texas;  and  Gainesville,  Fla.,  in 
the  next  four  positions. 

Now  in  its  75th  annual  printing.  The 
Editor  &  Publisher  Market  Guide  in¬ 
cludes  the  Better  Living  index  lor  the 
first  time. 

“The  focus  of  the  market  guide  has 
always  been  data  to  assist  marketers,” 
says  Colin  Phillips,  publisher.  “Demo¬ 
graphic  and  economic  data  combined 
with  quality  of  life  data  made  our  mar¬ 
ket  guide  unique.  This  combination  of 
data  also  makes  the  market  guide  a  fre¬ 
quent  recommendation  by  librarians  for 
people  seeking  relocation  data.” 

The  Cost  of  Living  Index,  Crime  In¬ 
dex,  and  Education  Levels  have  been 
weighted  to  develop  the  Better  Living 
Index.  Other  ranking  tables  include 
population,  disposable  income,  income 
per  household,  total  retail  sales,  and  re¬ 
tail  sales  in  nine  specific  categories. 
Rankings  are  based  on  E&P  estimates 
for  1999. 

The  printed  market  guide,  priced  at 
$120,  includes  rankings  for  all  315 
Metropolitan  Statistical  Areas  (MSA); 
the  top  250  counties;  and  the  top  250 
newspaper  U.S.  cities.  A  CD-ROM  ver¬ 
sion  extends  these  rankings  to  include 
every  newspaper  city  and  county  in  the 
U.S.  The  E&P  Market  Guide  is  the  only 
reference  guide  to  do  this. 

The  top  five  MSAs  in  population  are 
Los  Angeles-Long  Beach;  New  York: 
Chicago;  Boston- Worcester-Lawrence- 
Lowell-Brockton;  and  Philadelphia. 

Information  about  the  maiicet  guide 
can  be  found  at  E&P's  Web  site, 
www.infomedia.com,  or  by  calling  David 
Williams  at  212-675-4380  ext.  250.  ■§ 
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SuperConference  goes  global 


NAA  meeting  reflects 

increasing  influence 

of  world  technologies, 

markets,  customers 

by  Jim  Rosenberg 
and  Mark  Fitzgerald 

While  SuperConference  ’99  was 
in  Orlando  last  week,  Mickey 
Mouse’s  Florida  home  had  the 
feel  of  a  European  technical  conference. 

Operations  executives  from  across 
America  crowded  into  conference  rooms 
to  hear  directors  of  Unisys  Italia  and  the 
Danish  front-end  system  vendor 
SAXoTECH  opine  about  the  future  of  the 
prepress  business. 

They  peppered  Matti  Kuusisto  with 


questions  about  the  virtual  reality  discs 
VTT  Information  Technology  is  develop¬ 
ing  in  Finland  to  train  packaging  center 
employees.  They  listened  intensely  as  an  | 
executive  from  The  Record  explained 
why  the  Hackensack,  N.J.,  paper  became  ! 
the  first  North  American  newspapier  to  i 
buy  into  the  Enterprise  Resource  Plan-  | 
ning  concept  of  networked  computing 
that  is  sweeping  European  newspapers. 

Europeans  were  not  at  SuperConfer-  I 
ence  ’99  only  to  talk.  They  attended  in 

1  0 


big  numbers  —  including  22  executives 
from  Sweden  alone. 

Ever  since  the  Newspaper  Association 
of  America  consolidated  its  operations 
conferences  four  years  ago,  the  annual 
event  has  offered  a  look  at  new  technolo¬ 
gies  and  improved  practices  for  every 
discipline. 

Among  the  600- 
plus  who  gathered 
last  week  in  Orlando 
were  the  expected  representatives  from 
national,  major  metro,  and  large  regional 
dailies;  newspaper  groups  large  and 
small;  and  some  independently  owned 
dailies  of  modest  circulation.  Also  regis¬ 
tered,  however,  were  managers  from  a 
Midwest  group  of  weeklies.  The  Navajo 
Times,  colleagues  from  Canada  and  Latin 
i  America,  and  the  Swedish  contingent. 


More  than  100  vendors  attended,  turn¬ 
ing  this  SuperConference  into  kind  of  a 
preview  of  Nexpo.  For  the  first  time,  for 
instance,  two  big  post-press  vendors  used 
the  occasion  to  announce  new  technology 
in  the  United  States.  Both  reflected  indus¬ 
try  interest  in  dealing  with  the  growing 
avalanche  of  preprinted  inserts.  Both 
combine  separate  mailroom  processes 
and  save  floor  space. 

GMA  gave  newspapers  the  first  look  at 
the  Bundler,  a  single  device  that  com¬ 


bines  bundling,  counting,  and  strapping. 
“It’s  an  all-encompassing  device  that  is  a 
complete  replacement  for  your  tie  line 
process,”  says  Darrell  E.  Pav,  GMA’s 
director  of  technology. 

The  other  mailroom  machine  —  a 
combination  palletizer  and  cart  loader  — 
comes  from  the 
Danish  company 
Schur  Packaging 
Systems  and  will  be 
shown  for  the  first  time  in  the  United 
States  in  this  summer’s  Nexpo. 

One  of  the  hottest  subjects  of  discus¬ 
sion  at  the  SuperConference  was  the  pro¬ 
tection  and  expansion  of  the  lucrative 
classified  advertising  franchise.  Houston 
Chronicle  vice  president  Jack  Stanley 
unveiled  his  task  force’s  first  stab  at  a 
standard  for  the  exchange  of  classified  ads 
from  any  source  to  any  destination  across 
multiple  media.  The  ADEX  standard 
facilitates  Web  searches  of  aggregated, 
rationally  organized  ads  from  any  number 
of  sources,  and  is  equally  applicable  to 
print  and  voice  products  (see  story,  p.  29). 

SuperConference  highlighted  big 
changes  in  technology  at  the  front  end  of 
the  newspaper  as  well.  With  the  year 
2000  problem  mostly  fixed  at  big  papers, 
interest  is  turning  instead  to  systems  that 
can  give  managers  meaningful  data  and 
that  can  increase  newsroom  productivity. 

It  was  the  Y2K  program  that  led  the 
Record,  Bergen  County,  N.J.,  to  the 
Enterprise  Resource  Planning  system 
offered  by  the  German  company  SAP. 

“We  were  running  our  business  on 
some  49  software  systems,  many  of  them 
legacy  systems,”  says  Rick  Ruffino,  the 
paper’s  vice  president  of  technology. 
“We  wanted  more  democratic  informa¬ 
tion  to  do  more  decision  making  at  lower 
levels.  We  wanted  to  improve  the  com¬ 
puter  literacy  of  the  work  force  and 
develop  a  structure  to  get  best  practices 
actually  put  into  practice.  ERP  meshes 
all  the  departments  so  finance  is  now 
linked  to  human  resources  and  human 
resources  is  linked  to  production,  pro¬ 
duction  is  linked  to  advertising  and 
advertising  is  linked  to  circulation.” 

Another  big  priority  is  pagination,  says 
Bill  Givens,  president  of  the  imaging  sys¬ 
tems  maker  ECRM. 

see  SuperCon  on  page  53 


SuperConference 
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Better  media  access  vewed  by  NBA 


by  Mark  Fitzgerald 
and  Ken  Liebeskind 

With  the  National  Basketball 
Association  (NBA)  labor  dis¬ 
pute  ended,  commissioner 
David  Stem  is  making  one  more  demand 
of  players:  Be  nice  to  the  press. 

Stem  says  he  intends  to  make  players 
more  available  by  implementing  a  manda¬ 
tory  access  period  between  team  shoot- 
arounds  on  game  days  and  by  imposing 
heavy  fines  on  teams  whose  players  duck 
reporters  before  and  after  games. 

Certain  NBA  stars  have  been  notorious 
for  keeping  sportswriters  at  a  distance,  but 
Stem  says  it  is  the  player’s  association 
itself  that  suggested  the  media  guarantees. 

“The  players  are  selling  it  to  me.  The 
players,  themselves.  Patrick  Ewing  and 
Alonzo  Mourning  and  Dikembe  Mutom- 
bo,  to  name  three,”  Stem  told  Orlando 
Sentinel  columnist  Larry  Guest.  The  three 
players  were  union  leaders  during  the 
lockout  negotiations. 

Terri  Washington,  director  of  media  ser¬ 
vices  at  the  NBA,  says,  “We’re  still  in  the 
process  of  finalizing  the  details.  We’re  just 
kind  of  standardizing  media  access  and 
making  sure  the  media  get  the  same  access 
team-to-team.” 

That’s  not  the  case  now,  as  some  teams 
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ters,  comic  episodes  and  general  mayhem 
of  reporting  the  crime  news  of  New  York 
in  the  40’s  are  faithfully  recorded  in 
ASSIGNMENT  HOMICIDE. 

Heartaches,  Passionate  mix-ups  resulting 
in  sudden  death,  plane  crashes,  jail 
breaks,  complex  court  cases-every  kind  of 
disaster  -  were  daily  fare  for  reporters  in 
America's  largest  city.  Here  is  their  story: 

^  uncolored,  unbiased,  bigger  than  life.  ^ 


provide  far  better  access  than  others.  The 
best  is  probably  the  Chicago  Bulls,  who 
always  had  Michael  Jordan  available  for 
interviews.  “Jordan  would  always  talk  after 
a  game,”  says  Jay  Mariotti,  who  covers  the 
Bulls  for  the  Chicago  Sun-Times. 
“At  practices,  he  talked  half  the  time.  It 
wasn’t  unusual  for  him  to  come  over  after 
practice  and  talk. 

“On  the  road,  more  often  than  not, 
Jordan  sat  in  the  locker  room  and  gave  the 
writers  from  that  town  all  the  time  they 
want.  In  L.A.,  he  did  it  with  30  or  40  peo¬ 
ple  in  the  room.” 

Jonathan  Fagan,  a  sportswriter  for  the 
Houston  Chronicle,  says  Charles  Barkley,  a 
former  and  possibly  future  Houston  Rocket, 
is  another  friendly  subject.  “Charles 
Barkley  is  every  writer’s  dream,”  Fagan 
says.  “He’s  incredibly  coopierative.  He’s 
demanding  to  cover,  but  he’s  very  good  at  it. 
He’s  glib  and  quick  and  brutally  honest.” 

He  also  says  Brent  Price  and  some  of 
the  other  Rockets  are  easy  to  talk  to. 

But  in  Orlando,  the  situation  is  com¬ 
pletely  different,  with  superstars  Anfemee 
(Penny)  Hardaway  and  Horace  Grant 
avoiding  reporters  at  all  costs.  “They  don’t 
even  dress  in  the  locker  room  with  the  rest 
of  the  team  because  it  is  beneath  their  dig¬ 
nity  to  beat  their  gums  with  some  reporter 
who  makes  $200  a  week,”  says  Guest. 

“Hardaway  and  Grant  are  the  worst,” 
Guest  asserts,  while  also  claiming  New 
York  Knicks  star  Patrick  Ewing  is  “awful” 
and  Alonzo  Mourning  of  the  Miami  Heat  is 
“abusive,  cussing  reporters  as  soon  as  they 
approach  him.” 

Guest  says  Stem’s  new  policy  is  an 
extension  of  the  one  he  introduced  in  the 
early  ’80s  when  he  established  a  45- 
minute  access  period  before  games.  The 
problem  is  “stars  abuse  the  45-minute  peri¬ 
od  so  access  is  bad.” 

He  says  Stem  has  come  to  realize  the 
policy  isn’t  working  so  he'll  “turn  the 
screws  to  make  sure  the  45-minute  accessi¬ 
bility  is  supported  with  the  threat  of  fines. 
He’ll  also  institute  the  shootaround  media 
session.” 

Guest  says  the  media  session  will  be  a 
half  hour  between  team  shootarounds, 
which  usually  start  at  1 1  a.m.  So  if  one 
team  finishes  at  12:00,  the  next  team  will 
start  at  12:30  so  reporters  can  spend  a  half 
hour  with  players. 

Sam  Smith,  NBA  columnist  for  the 
Chicago  Tribune,  sees  Stem’s  move  as  a 


ploy  to  enhance  the  negative  image  of  the 
players  that  prevailed  during  the  lockout. 
But  he  also  sees  it  as  a  kind  of  payback  for 
sports  journalists  who’ve  put  up  with  a  lot 
in  their  effort  to  cover  the  game. 
“Newspapers  have  been  ignored  by  the 
NBA  over  the  years  with  TV,  MTV,  and 
other  media,”  he  says.  “This  is  a  rare  win¬ 
dow  of  opportunity  to  get  our  grievances 
listened  to.” 

According  to  Smith,  the  NBA  has 
always  wanted  reporters  to  have  better 
access  but  lost  control  of  the  players  in 
recent  years  when  their  salaries  skyrocket¬ 
ed  and  they  began  to  shun  the  press.  “But 
now  the  players  are  a  little  on  the  defen¬ 
sive;  they  know  their  image  suffered  and 
the  league  can  enforce  things  on  players 
and  coaches,”  Smith  says. 

He  remembers  the  days  when  he  trav¬ 
eled  with  the  teams  on  planes  and  buses. 
The  windows  of  the  buses  may  be  boarded 
up,  “but  the  NBA  is  trying  to  pull  the  nails 
out,”  Smith  says.  §■ 

Global  media 
salutes  Jordan 

As  Sir  Michael  Himself  noted,  “There 
are  a  lot  of  serious  things  happening 
in  the  world.”  But  that  night  last  week  at 
a  retirement  party  for  Michael  Jordan  in 
Chicago,  the  setting  was  monster  media 
at  its  most  extravagant. 

“An  announcement  that  a  cure  for  can¬ 
cer  had  been  found  would  be  less  attend¬ 
ed,”  Chicago  Tribune  sportswriter  Steve 
Rosenbloom  said  before  a  mega-press 
conference. 

Jordan’s  retirement  announcement  was 
held  in  the  United  Center,  his  home  court, 
to  accommodate  the  LOOO-strong  media 
contingent  representing  outlets  all  over 
the  world. 

Reports  of  Jordan’s  retirement  bumped 
pre-election  news  off  the  front  page 
in  Israel.  Television  crews  reporting  in 
Spanish,  Japanese,  and  Chinese  were 
on  hand. 

News  of  Jordan’s  departure  dominated 
local  television  and  radio  broadcasts  and 
was  aired  on  national  cable  networks 
such  as  CNN  and  the  sports  channel 
ESPN,  which  set  up  a  mini-studio  in  the 
stands. 
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3  1999,  take  courses  online. 


API’s 


SEMINARS 

ONLINE 


Tuition  Fees  and  Deadlines: 

Five-week  seminars:  $495 

Special  Pricing:  $450,  if  tuition  payment 

received  by  February  22. 

Three-week  seminars:  $395 
Special  Pricing:  $350,  if  tuition  payment 
received  by  February  22. 

Tuition  includes  all  instruction  and  materials. 

Apply  Today! 

Applications  must  be  received  by  March  1 
for  April  participation. 


American  Press  Institute 
1 1690  Sunrise  Valley  Drive 
Reston.VA  20191 
Phone:  703-620-3611 
Fax:  703-620-5814 
E-mail:  api(2) apireston.org 
Web:  www.apixl.org 


This  flexible,  convenient  method  of  training  works 
with  the  demanding,  erratic  schedules  of  newspaper 
professionals.  Delivered  to  your  desk  or  laptop 
computer  via  the  Internet,  these  seminars  let  you 
choose  the  time  and  place  most  convenient  for 
learning. 

Seminars  begin  April  1 9  and  run  for  either  3  or  5 
weeks.  Choose  from  the  following  topics  to  fit  your 
professional  development  needs: 

•  Business: 

Advertising  Sales  and  Marketing 

•  Editorial: 

Copy  Editing  and  Writing 

•  Computer-Assisted  Reporting: 

Database  Reporting 
Internet  Research  Techniques 
Using  Numbers  in  Reporting 


“I  thought  the  materials  were  especially  good  ...  very 
relevant  to  what's  going  on  at  our  new^spaper  right  now." 

Lisa  ElienSrger 
Advertising/Promotions  Supervisor 
Times  Publishing  Company,  Erie,  Pennsylvania 


“Although  the  people  in  my  class  were  hundreds  of  miles 
away,  I  forgot  I  was  in  a  ‘virtual  classroom’.  Once  I 
logged  on,  I  was  there.  I  really  had  a  good  time  and 
learned  a  lot.” 

Sarah  A.  Shrode 
Assistant  News  Editor 
Palladium-Item,  Richmond,  Indiana 


For  more  information  about  Seminars 
Online,  contact  Mary  Lynn  Martin 
at  703'620'3611  or  visit  our  website: 
www^apixLorg. 
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DC  preps  Forum  Network  for  TV  debut 


by  David  Noack 

The  Freedom  Forum  and  WETA,  the 
public  television  station  in  the  na¬ 
tion’s  capital,  have  joined  forces  to 
create  a  new  public  affairs  cable  network. 

Called  Forum  Network,  the  new  ven¬ 
ture  is  slated  to  debut  in  the  spring  on  local 


cable  television  systems  in  the  greater 
Washington,  D.C.,  area.  The  cost  of  the 
new  venture  is  being  borne  by  the  Free¬ 
dom  Forum,  which  declined  to  disclose 
any  figures. 

The  creation  of  the  new  regional  cable 
channel  includes  something  for  both  part¬ 
ners.  It’s  a  way  for  WETA  to  expand  its 
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A  GREAT  HOLIDAY  PREMIUM 
AND  AN  IDEAL  RELATIONSHIP-BUILDER 


YOUR  ADVERTISERS  WILL  LOVE  THIS 
HIGH-QUALITY  HARDBOUND  BOOK! 

•  Designed  to  help  businesses  drive  traffic  and  sales 
•Filled  with  “how-to”  examples,  instructions  and 
essential  checklists 

•Written  from  a  marketing  perspective  focused  on 
creating  attention-getting  ads 
•Creates  a  common  language  with  reps 
•User-friendly  and  easy  to  read 


“The  book  is  invaluable  to  legions  of  small  businesses.” 
-Publishers’  Auxiliary,  National  Newspaper  Association 
(August  '98) 
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A  HOW-TO  GUIDE 
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^  A  Marlmtiog  Clarify 


YOUR  REPS  WILL  LOVE  GIVING  THE 
BOOK  TO  ADVERTISERS! 

•Close  new  business 
•Increase  ad  revenues 
•Reduce  wasted  time 
•Helps  retain  current  clients 
•Helps  beat  media  competition 

•Teaches  reps  to  be  print  ad  experts  in  just  a  few  hours 
•Personalize  the  book  with  interior  pockets  and  business  card  holders 


“A  home  run...  it  serves  as  a  refresher  and  guide  for  our  own  sales  and  creative  people.’ 
-Charlie  Hoag  VP.  Director  of  Sales,  Minneapolis  Star  Tribune 


SHOW  ADVERTISERS  YOU’RE  COMMITTED 
TO  THEIR  SUCCESS. 

Jump's  simple  steps  and  checklists  coach  your  advertisers 
through  concept,  writing  and  designing  powerful  print  ads. 


"A  must  read  for  any  business  that  wants  to  improve  the  pulling  power 
of  their  newspaper  advertising.” 

-Archie  J.  Thornton  President,  The  Thornton  Works  former  Managing  Director,  Ogiivy  &  Mather 


SPECIAL  PUBLISHER  PRICE  $20 
TO  ORDER  OR  RECEIVE  A  SAMPLE  COPY  OF 
NEWSPAPER  ADS  THAT  MAKE  SALES  JUMP 

CALL  DAVE  SULLIVAN  503-892-9980 

FAX  503-892-9981  salM9marketingclarity.com 

^Marketing  Clarity 
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brand  of  public  affairs  franchise  into  cable 
and  for  the  Freedom  Forum  to  gain  more 
visibility  in  the  influential  Washington  area. 

The  network’s  new  president  will  be  vet¬ 
eran  newsman  Ed  Turner,  who  helped  found 
CNN  in  1980. 

Freedom  Forum  chairman  Charles  L. 
Overby  describes  the  network  as  a  cross 
between  C-SPAN  and  the  Discovery 
Channel. 

“The  Newseum  has  a  lot  of  material  on 
the  past,  present,  and  future  of  news,  and  I 
expect  we  will  take  advantage  of  the 
resources  we  have  at  the  Newseum  to  do 
some  interesting  media  programming  that 
relates  specifically  to  media  in  a  way  that 
nobody  else  is  doing,’’  says  Overby.  The 
Newseum  is  a  museum  of  the  news  media 
at  the  forum’s  $50  million,  72,000-square- 
foot  headquarters. 

The  arrangement  will  have  the  forum, 
based  in  Arlington,  Va.,  running  the  net¬ 
work,  creating  programming,  and  hiring 
staff.  It  will  also  be  airing  programs  that 
appear  on  WETA,  such  as  The  News  Hour 
with  Jim  Leher,  Washington  Week  in 
Review,  and  Frontline,  among  others. 

Turner  says  the  new  network  will  focus 
on  analyzing  breaking  news  events  through 
thoughtful  discussions  with  government 
officials,  academics,  and  reporters. 

“1  think  there  is  a  lot  of,  and  probably 
too  many,  newscasts  on  the  air  today.  That 
area  of  journalism  on  the  air  is  well  cov¬ 
ered.  ...  What  there  is  a  great  shortage  of 
is  what  would  be  the  equivalent  of  the  op¬ 
ed  page,”  says  Turner. 

He  says  one  of  his  goals  is  to  not  have 
the  usual  Sunday  morning  talking  heads 
but  find  new  voices. 

“1  am  going  to  try  and  find  bright,  new 
faces  and  minds  to  tell  us  about  the  world 
around  us.  I’m  going  to  use  a  lot  of  jour¬ 
nalists  from  all  over.  When  we  started 
CNN  20  years  ago,  one  of  the  things  I 
prided  myself  on  was  discovering  people 
that  have  not  been  seen  before.  They’re 
now  famous.  At  one  time  they  were  un¬ 
knowns,”  says  Turner. 

While  no  local  cable  channels  have  for¬ 
mally  agreed  to  carry  the  new  network, 
Turner  says  discussions  have  been  positive 
enough  to  begin  putting  the  channel  togeth¬ 
er.  He  hopes  to  have  a  staff  of  75  people. 

The  topics  of  discussion  will  range  from 
regional  to  international  events,  says  Turner. 

“I  am  going  to  book  our  guests  and  our 
commentary  as  close  to  the  edge  of  break- 
see  Freedom  on  page  53 
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Unusual  cluster  deal  builds 
Singleten’s  Califernia  empire 

MediaNews,  Donrey  merge  20  dailies  to  lift  statewide  market  leverage 


by  George  Garneau 


William  Dean  Singleton  calls  it 
his  California  Strategy.  In  a 
highly  unusual  deal  designed  to 
further  the  plan  and  bolster  his  statewide 
marketing  clout,  he  has  agreed  to  take 
control  of  10  Donrey  Media  Group  dailies 
—  the  biggest  being  the  69,000-circula¬ 
tion  Inland  Valley  Daily  Bulletin  in 
Ontario  —  and  two  weeklies. 

With  no  money  changing  hands,  the 
Donrey  newspapers  would  join  10  of 
Singleton’s  MediaNews  Group  dailies  in 
a  new  company  two-thirds  owned  by 
Garden  State  Newspapers,  Singleton’s 
partnership  with  Richard  Scudder,  and 
one-third  owned  by  Donrey,  itself  a  prop¬ 


erty  of  Arkansas  investor  Warren  Ste¬ 
phens.  The  deal  calls  for  profits  to  be 
split  proportionally,  and  the  new  compa¬ 
ny  to  be  run  by  MediaNews,  the  Denver- 
based  operating  company  owned  by 
Singleton  and  Scudder  and  managed  by 
Singleton. 

The  overwhelming  aim  is  to  expand  the 
size  and  depth  of  the  audience  MediaNews 
offers  advertisers  by  about  175,000  daily 
paid  circulation.  Combined,  Donrey- 
MediaNews’  20  dailies  have  531,000  daily 
circulation,  493,000  Sunday. 

Singleton,  one  of  the  pioneers  in  news¬ 
paper  clustering,  also  hopes  to  gain  cost 
advantages  by  merging  production  opera¬ 
tions  and  sharing  news  content.  He  gave 
no  specifics  about  the  future  except  to  say 


he  planned  no  staff  changes  but  was 
“looking  at  ways  to  operate  better.” 

The  deal  excludes  Garden  State’s  Los 
Angeles-area  papers,  the  Daily  News  and 
The  Press  Telegram,  combined  circulation 
303,000  daily,  but  gives  Singleton  control 
of  22  California  dailies  with  daily  circula¬ 
tion  over  830,000.  The  strategy  calls  for 
them  to  be  marketed  by  regional  operating 
groups,  Alameda  Newspaper  Group  in  the 
North  and  Los  Angeles  Newspaper  Group 
in  the  South. 

Why  such  an  odd  arrangement? 

“For  our  California  strategy,  we  needed 
their  papers.  But  they  weren’t  for  sale,” 
Singleton  says.  “So  we  put  them  together 
in  an  arrangement  that  gives  us  both  what 
we  want.”  In  other  words,  MediaNews 
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Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


1 

1/13/99 

1/6/99 

1/13/9^^B 

1/13/99 

1/6/99 

1/13/9^ 

A.H.  Belo  Corp.  (NY) 

19.063 

18.938 

27.250 

McClatchyCo.  (NY) 

33.688 

34.188 

26.188 

American  Media  Inc.  (NY) 

5.250 

5.125 

7.000 

Media  General  Inc.  (AM) 

50.000 

51.938 

43.938 

Central  Newspapers  Inc.  (NY) 

34.500 

36.938 

34.875 

New  York  Times  Co.  (NY)+++ 

32.750 

34.438 

32.375 

Dow  Jones  &  Co.  Inc.  (NY) 

46.313 

48.125 

50.875 

News  Corp.  Ltd. 

25.250 

27.750 

22.563 

E.W.  Scripps  Co.  (NY) 

48.500 

50.000 

45.938 

Pearson  Ltd. 

21.750 

20.000 

12.750 

Gannett  Co.  Inc.  (NY) 

65.188 

66.438 

58.500 

Pulitzer  Publishing  Co.  (NY) 

86.125 

85.938 

60.375 

Gray  Comm.  Sys.  (NY) 

18.813 

19.000 

24.750 

Quebecor  Inc.  Class  A 

21.250 

21.250 

16.750 

Harte-Hanks  Inc.  (NY)++ 

24.875 

27.313 

36.688 

Sun  Media  Corp.  (TSE)* 

21.250a 

21.000a 

13.500a 

Hollinger  International  (NY) 

13.813 

14.438 

13.938 

Thomson  Corp.  (TSE) 

36.650a 

39.350a 

38.250a 

Journal  Register  Co.  (NY) 

14.938 

15.000 

19.438 

Times  Mirror  Co.  (NY) 

56.813 

59.250 

59.500 

Knight  Bidder  (NY) 

49.813 

51.438 

54.750 

Tribune  Co.  (NY)** 

64.000 

66.625 

60.188 

Lee  Enterprises  Inc.  (NY) 

29.563 

29.938 

28.813 

Washington  Post  Co.  (NY) 

572.375 

585.500 

473.313 

*  Initial  public  offering  closed  on 
**  Adjusted  for  2-for-1  stock  split 


+  Adjusted  for  2-for-1 
++  Adjusted  for  2-for-1 
+++  Adjusted  for  2-for-1 


stock  split  as  of  6/5/98 
stock  split  as  of  3/16/98 
stock  split  as  of  7/1/98 


(a)  Canadian  dollars 
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expands  its  two  California  market  clusters,  and  Donrey,  never 
short  of  cash  anyway,  retains  its  newspaper  investment. 

The  20  papers  “are  going  to  grow  better  together  than  apart,” 
Singleton  says,  because  their  locations  assure  synergies,  includ¬ 
ing  joint  ad  sales  and  sharing  of  news  resources  such  as  the 
Sacramento  bureau  and  sports.  It  has  been  a  hallmark  of 
Singleton’s  clustering  technique  to  merge  production  operations 
—  a  la  his  Alameda  Newspaper  Group  —  to  centralize  produc¬ 
tion  operations  —  a  distinct  possibility  since  many  of  the 
Donrey  papers  are  small. 

In  a  prepared  statement,  Warren  Stephens,  president  of 
Donrey  parent  company  Stephens  Group  Inc.,  called  Singleton 
“an  accomplished  operator  and  recognized  innovator,”  and 
Singleton  said  the  papers  in  the  partnership  will  be  “editorially 
stronger”  for  readers  and  “will  provide  a  more  efficient  distrib¬ 
ution  vehicle  for  our  advertisers.” 

It  was  too  early  to  assess  the  deal’s  precise  impact.  “We  don’t 
have  enough  information  to  make  a  useful  statement  yet,”  says 
Los  Angeles  Times  spokesman  Mike  Lange. 

Expected  to  close  Feb.  1,  the  deal  would  give  MediaNews,  the 
seventh  largest  U.S.  newspaper  group,  50  dailies  with  combined 
circulation  of  over  1.5  million  in  13  states.  After  selling  28 
papers  last  year  to  Community  Newspaper  Holdings  Inc.  of 
Birmingham,  Ala.,  Donrey,  ba.sed  in  Fort  Smith,  Ark.,  would 
retain  14  papers,  headed  by  the  Las  Vegas  Review-Journal. 

Asked  if  his  California  plan  was  complete,  Singleton  said  he 
would  examine  opportunities  but  has  no  deals  in  the  works  now. 

The  partnership  brings  together:  From  Donrey,  the  Vallejo 
Times-Herald,  Hemet  News,  Inland  Valley  Daily  Bulletin  of 
Ontario,  Lompoc  Record,  Redlands  Daily  Facts,  Enterprise- 
Record  of  Chico  (merged  with  the  Mercury-Register  of 
Oroville),  Daily  News  of  Red  Bluff,  Ukiah  Daily  Journal,  Daily- 
Democrat  of  Woodland  and  two  weeklies,  the  Valley  Times  of 
Moreno  and  Fort  Bragg  Advocate-News.  From  MediaNews,  the 
Eureka  Times-Standard,  Pasadena  Star-News,  San  Gabriel 
Valley  Tribune,  Whittier  Daily  News,  Fremont  Argus,  Hayward 
Daily  Review,  Oakland  Tribune,  Pleasanton  Tri-Valley  Herald, 
San  Mateo  County  Times,  and  23  nondailies.  Hi 

Journal  Register  buyback 

Journal  Regi.ster  Co.  has  approved  a  plan  to  buy  back  up  to  2 
million  of  its  common  shares.  The  Trenton,  N.J. -based  operator 
of  24  daily  papers  says  it  has  already  bought  4(X),(XX)  shares.  At 
management’s  discretion  it  can  buy  the  rest,  or  none,  on  the  open 
market  or  through  negotiated  deals. 

Texas  shoppers  sold 

Marks-Ferber  Communications  LLC  has  acquired  four  Texas- 
based  shoppers  with  combined  distribution  over  82,(XX)  from 
Wayne  Cox,  who  started  the  papers  in  1 970.  The  printing  plant 
of  Grayson  Color  Web  was  included  in  the  deal  for  the  Grayson 
County  Shopper,  Cook  County  Shopper,  Bryan  County  Shopper, 
and  Marshall  Shopper. 

Trinity  stays  soio 

Trinity  PLC,  the  U.K.  regional  newspaper  group,  says  it  has 
withdrawn  from  merger  talks  with  Mirror  parent  company 
Mirror  Group  PLC.  It  gave  no  reason.  The  two  companies 
explored  a  union  last  year. 
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Open  all  of  Senate  trial 

The  World’s  Greatest  Deliberative  Body,  as  the  U.S.  Senate  likes  to  style  itself,  I 
would  prefer  the  public  not  witness  how  it  goes  about  deliberating  in  the 
impeachment  trial  of  President  Bill  Clinton. 

Senators  intend  to  retire  behind  closed  doors  whenever  members  want  to  debate 
motions,  trial  procedures  —  even  their  final  verdict.  Why?  Because  that’s  what  the 
Senate  did  in  1868  when  President  Andrew  Johnson  was  on  trial. 

When  two  democratic  senators,  Tom  Harkin  of  Iowa  and  Paul  Wellstone  of 
Minnesota,  announced  they  intended  to  challenge  this  undemocratic  secrecy,  senators 
on  both  sides  of  the  aisle  rushed  before  cameras  to  declare  that  they  could  act  so  : 
much  more  rapidly,  so  much  more  reasonably,  if  only  they  were  out  of  sight  of 
American  citizens. 

They  have  also  apparently  convinced  themselves  that  cleaving  to  these  archaic  ritu¬ 
als  —  “Hear  ye,  hear  ye,”  oath-signings  and  the  like  —  somehow  lends  the  weight  of 
history  to  the  trial.  Never  mind  that  they  have  already  twisted  court  procedure  beyond 
recognition  with  such  stunts  as  deciding  to  start  the  trial  —  and  then  figuring  out 
whether  to  call  witnesses. 

Let’s  face  it,  the  impeachment  trial  of  this  president  is  irredeemably  sui  generis,  as 
the  lawyers  like  to  say  —  a  unique  case  that  should  not  be  conducted  as  if  we  were  still 
in  the  Reconstruction. 

The  modem  U.S.  Senate  ought  to  operate  in  the  sunshine  of  public  scrutiny  —  dou¬ 
bly  so  while  deciding  whether  to  make  history  by  removing  an  elected  president. 
Senators  must  not  retreat  into  the  secrecy  of  their  elite  cocoon  —  and  the  media  ought 
to  be  protesting  the  loudest  against  their  plans  to  do  just  that. 


Brainstorm  at  local  TV 

If  imitation  is  indeed  the  sincerest  form  of  flattery,  newspapers  should  be  beaming 
about  the  Television  Bureau  of  Advertising’s  (TBA)  latest  pitch  to  Madison  Avenue. 
Forget  network  TV  buys,  TBA  is  telling  national  advertisers  —  buy  local.  If  that 
sounds  an  awful  lot  like  the  4-year-old  Newspaper  National  Network  (NNN),  well, 
there  is  at  least  one  difference:  NNN  isn’t  just  talking  up  local  papers  —  it  is  smooth¬ 
ing  the  process  for  national  advertisers  to  actually  place  ads  with  its  one  order-one  bill, 
cost-per-thousand  rate  stmcture.  And  while  local  TV  cribs  a  good  idea,  the  newspaper 
industry  continues  to  generate  great  ideas. 

Just  this  week  at  the  Newspaper  Association  of  America  SuperConference  in 
Orlando,  the  industry  adopted  an  ad  exchange  standard  that  will  let  newspapers  easily 
organize  and  aggregate  their  classifieds  on  the  Internet  —  giving  both  advertisers  and 
readers  greater  reach  and  choices.  Think  it  will  take  broadcasting  four  years  to  tumble 
on  that  idea,  too? 
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story  was 
fact-based  fiction 

Your  report  (Dec.  1 9,  p.  2 1 )  on  the  Down- 
hold  reunion  in  New  York  uses  words  I 
never  said,  presented  as  direct  quotes,  to 
describe  an  event  that  never  took  place  while 
1  was  the  UPl  bureau  manager  in  Vietnam. 
Never  did  1,  or  did  I  ever  claim  to,  charter 
a  private  aircraft  to  fly  correspondents  to  a 
battle  scene.  Such  action  would  have  put 
lives  at  senseless  risk,  and  almost  certain¬ 
ly  would  have  cost  UPl  its  accreditation. 

Isn’t  there  someone  at  E&P  who  would 
question  the  accuracy  of  those  quotes,  cit¬ 
ing  a  need  “to  get  to  the  front”  in  a  war 
noted  for  its  very  absence  of  fronts?  Or  to 
question  how  anyone  could  term  such 
dangerous  action  a  “no-brainer”? 

As  in  most  fiction,  there  is  one  element 
of  truth  in  the  story  —  the  fact  that  virtu¬ 
ally  any  goods  or  services  were  available, 
for  a  price,  at  the  White  Rose  bar  in 
Vientiane,  Laos.  It  was  something  of  a 
cross  between  Rick’s  Place  in  Casablanca 

50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  July  15, 1949 

Soaring  costs  preoccupied  New  York 
state  publishers  who  convened  in  Syra¬ 
cuse.  George  Dale,  head  of  a  special 
committee  of  the  American  Newspaper 
Publishers  Association,  says  newspaper 
production  workers  in  top  the  1(X) 
markets  earn  $2. 1 3  an  hour  —  up  13% 
in  a  year.  Joseph  Terry  of  Chicago 
accountants  Wolf  &  Co.  says  newspa¬ 
pers  under  50,(XX)  circulation  lifted  rev¬ 
enues  13%  in  1948  —  but  costs  soared 
27%,  and  net  profit  dropped  15%. 


In  a  surprise  move.  President  Truman 
calls  for  an  end  to  subsidized  second- 
class  mail  for  newspapers.  In  his 
budget  message,  Truman  proposes  the 
move  to  address  the  Post  Office 
Department’s  $400  million  deficit 
expected  for  fiscal  1950.  He  asks 
Congress  to  hike  rates  for  second-and 
third-class  mail  and  parcels  and  raise 
$250  million  more  a  year.  Publishers 
spend  more  than  $41  million  on  mail. 
Truman  thinks  newspapers  and  maga¬ 
zines  carry  more  advertising,  vs.  news, 
than  the  Founding  Fathers  envisioned 
when  they  set  rates  low  to  encourage 
dissemination  of  information. 


and  the  space-jockey  bar  in  Star  Wars,  but 
with  a  distinctive  X  rating. 

At  the  Downhold  reunion,  Pete  Willett, 
former  vice  president  for  UPI’s  broadcast 
service,  did  tell  the  story  of  how  in  1975, 1 
called  the  White  Rose  on  his  behalf  from  a 
pay  phone  at  Costello’s  in  New  York. 
Saigon  was  on  the  verge  of  collapse,  and 
Pete  was  desperate  to  charter  a  flight  to 
evacuate  some  staff.  He  said  normal  chan¬ 
nels  were  exhausted,  so  I  suggested  he  try 
finding  a  pilot  at  the  White  Rose.  Since  I 
had  quit  UPl  years  earlier  and  was  working 
for  the  Daily  News,  I  left  it  to  Pete  to  make 
the  arrangements.  Somehow,  that  perfectly 
harmless,  old  boys’  story  has  been  contorted 
into  an  outrageous  tale.  To  make  matters 
worse,  E&P  has  Bill  Bell  of  the  Daily 
Nen’s,  Willett,  and  me  insisting  that  the 
report  on  its  pages  is  “totally  accurate.” 

Jack  Walsh 
director  of  publishing  sales. 
King  Features  Syndicate, 
Manchester,  N.H. 

Allan  Wolper  replies:  I  went  to  the 
Downhold  Club  party.  I  spoke  to  Pete 


Willett  at  the  White  Rose.  I  was  skeptical. 
Bill  Bell  and  Willett  took  me  to  Jack  Walsh 
to  confirm  it.  He  did.  And  I  wrote  it. 

Wrong  on  ships 

Jack  Hart’s  Dec.  26  column  is  marred  by 
an  ill-chosen  example.  While  not  exactly 
prize-winning  prose,  the  third  “bad”  exam¬ 
ple  he  cites  is  actually  technically  correct. 
A  378-foot  high  endurance  cutter  is  a  class 
of  ship.  The  writer  was  not  describing  how 
tail  the  ship  was,  but  how  long  it  was. 

The  class  of  ship  has  a  multiword 
name,  in  this  case  “high  endurance  cutter,” 
Just  as  the  Navy  has  guided  missile  cruisers 
and  aircraft  carriers.  Confusing  the  issue 
somewhat  is  the  Coast  Guard’s  custom  of 
referring  to  ship  clas.ses  by  length:  378- 
foot  high  endurance  cutter  (or  Hamilton 
class),  270-foot  medium  endurance  cutter, 
and  so  on  down  to  the  83-foot  Point  class. 
My  source  is  Norman  Polmar’s  U.S. 
Naval  Institute  Guide  to  the  Ships  and 
Aircraft  of  the  U.S.  Fleet. 

Seth  Owen 
via  e-mail 


Electronic  Commerce 
March  14-17 
Nashville,  TN 

E-commerce  is  one  of  the  hottest  and  most  important  topics  on  the  business, 
political  and  social  agendas.  This  program  will  seek  to  help  journalists  under¬ 
stand  many  aspects  of  the  rapidly  changing  field,  such  as  security  and  privacy 
issues,  approaches  to  successful  (and  woeful)  marketing,  the  new  White  House 
recommendations  on  taxation,  consumer  protection,  legal  issues,  etc. 

The  program  will  feature  senior  faculty  from  Vanderbilt  University’s  Owen 
School  of  Management,  as  well  as  leading  figures  from  the  corporate  and  reg¬ 
ulatory  worlds.  Full  details  as  soon  as  we  get  them  are  on  our  website. 
www.natpress.org 

Like  all  NPF  programs,  this  one  is  on-the-record,  with  plenty  of  time  for  di.scussion. 
Organized  by  NPF  a.s  one  of  our  “Fundamentals  of...”  programs. 

There  is  no  application  form.  You  can  apply  by  mail,  e-mail  or  fax.  To  apply, 
send  a  letter  stating  why  you  wish  to  attend,  a  letter  of  support  from  your  super¬ 
visor,  a  brief  bio,  and  a  clip  or  tape  (if  you’re  an  editor  send  a  sample  of  work 
you’ve  edited).  Applications  will  not  be  returned.  Application  deadline  is 
February  1.  Send  applications  to  National  Press  Foundation,  1282  National 
Press  Building,  Washington,  D.C.  20045.  E-mail  is  npf@natpress.org.  Fax  is 
202-662-1232.  Call  for  information  at  202-662-7356. 

Organized  in  collaboration  with  Vanderbilt  University  and  underwritten  by  a  grant  fivm  VISA  USA. 

The  National  Press  Foundation  is  a  non-profit  educational  foundation. 


National 

Press 

Foundation 
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CHICAGO  TRIBUNE 

VINCENT  CASANOVA  to  vice  pres¬ 
ident  of  circulation  and  consumer  market¬ 
ing  at  the  Tribune  Co.  flagship.  He 
remains  president  of  the  Tribune's  direct 
marketing  operation. 

RICHARD  MALONE  to  vice  presi¬ 
dent  of  operations  and  technology,  from 
vice  president  of  manufacturing  and  dis¬ 
tribution.  He  retains  responsibility  for 
manufacturing. 

DAVID  MURPHY  to  vice  president 
of  marketing  and  .sales,  with  overall 
responsibility  for  marketing  and  sales  to 
consumers  and  advertisers,  from  vice  pres¬ 
ident  of  consumer  marketing  and  sales. 

DENISE  PALMER  assumes  respon¬ 
sibility  for  the  Tribune's  two  market  area 
teams,  as  well  as  product  development  for 
other  market  areas  the  newspaper  serves. 
She  remains  vice  president  of  develop¬ 
ment,  strategy,  and  finance. 

CONTRA  COSTA  NEWSPAPERS 

KATHLEEN  BURKE-WILLIAMS 

to  business  editor  at  Contra  Costa  News- 


FRANK 
DEL  OLMO 

LOS  ANGELES 
TIMES 


TIMOTHY  O. 
WHITE 

SAN  FRANCISCO 
EXAMINER 


papers  (CCN),  a  Knight  Ridder  subsidiary 
headquartered  in  Walnut  Creek,  Calif., 
from  features  editor. 

JIM  GREGORY  to  consumer  mar¬ 
keting/sales  manager,  from  circulation 
manager  at  the  Pleasanton  Valley  Times. 

ALAN  GRETH  to  executive  photo 
editor  for  all  CCN  new.spapers,  from  di¬ 
rector  of  photography  at  nearby  Alameda 
Newspaper  Group. 

MIKE  SWITZER  to  division  publi¬ 
cation  circulation  manager,  responsible 
for  the  Valley  Times  and  West  County 
Times,  from  assistant  circulation  manag¬ 
er  at  the  Contra  Costa  Times,  Walnut 
Creek. 


Thomson  Newspapers 

has  agreed  to  sell 

Ashtabula  (OH)  Star  Beacon 

(23,300  daily  circulation)  and 

New  Castle  (PA)  News 

(19,600  daily  circulation) 
to 

Community  Newspaper  Holdings,  Inc. 

We  are  proud  to  have  represented 
Thomson  Newspapers  in  this  transaction. 


Dirks,  Van  Essen  &  Associates 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  EE,  NM  875OI  TEL!  505.820.2700  FAX:  505.82O.29OO 

E-mail:  info@dirk$vanessen.com  http://www.dirksvanessen.com 


LEE  J.  GUITTAR 
SAN  FRANCISCO 
EXAMINER 


DAVID  P.  WHITE 

TIMES  UNION 


LISA  WRENN  to  features  editor, 
from  assistant  features  editor. 

FREEDOM  COMMUNICATIONS 

JONATHAN  SEGAL  to  president  of 
the  community  newspapers  division  at 
Freedom  Communications  Inc.,  based  in 
Santa  Ana,  Calif.,  from  president  of  the 
eastern  newspapers  division. 

STEVE  BUCKLEY  to  vice  president 
of  community  newspapers,  where  he 
assumes  responsibility  for  Freedom’s 
North  Carolina  newspapers  while  remain¬ 
ing  publisher  of  the  Times-News, 
Burlington,  N.C. 

TOM  MULLEN  to  division  vice  pres¬ 
ident  resfionsible  for  newspapers  in  Craw- 
fordsville  and  Seymore,  Ind.;  Jackson¬ 
ville,  111.;  Sedalia,  Mo.;  and  Greenville, 
Miss.  He  remains  publisher  of  The  Lima 
News  in  Ohio. 

TOM  PORTER  to  division  vice  presi¬ 
dent,  from  publisher  of  California’s  Vic¬ 
torville  Daily  Press  and  Barstow  Desert 
Dispatch. 

GANNETT  CO. 

ROBERT  E.  ROBBINS  to  president 
and  publisher  of  The  Wausau  (Wis.)  Daily 
Herald,  from  president  and  publisher  of 
The  Bellingham  (Wash.)  Herald. 

PAMELA  F.  MEALS  to  president 
and  publisher  of  the  Bellingham  Herald, 
from  president  and  publisher  of  The  Idaho 
Statesman  in  Boise. 

MARGARET  E.  BUCHANAN  to 
president  and  publisher  at  The  Idaho 
Statesman,  from  president  and  publisher 
of  the  Elmira,  N.Y.,  Star-Gazette 

LOS  ANGELES  TIMES 

FRANK  DEL  OLMO  to  associate 
editor,  from  assistant  to  editor  Michael 
Parks. 

MARTHA  TAPIAS-MANSFIELD 

to  director  of  strategic  development  and 
Latino  initiatives,  from  the  public  and 
consumer  affairs  departments. 

MEDIANEWS  GROUP 

JIM  JANIGA  to  vice  president  of 
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human  resources  for  the  Los  Angeles 
Newspaper  Group  unit  of  Denver-based 
MediaNews  Group,  from  vice  president 
of  human  resources  at  the  company’s 
Alameda  Newspaper  Group  (ANG), 
based  in  Hayward,  Calif. 

ROBERT  J.  JENDUSA  JR.  to  vice 
president  of  human  resources  at  ANG, 
from  human  resources  director  at  the 
Green  Bay  (Wis)  Press-Gazette. 

NEW  YORK  TIMES 

KENNETH  G.  HACKETT  to  vice 
president  of  national  circulation,  from 
vice  president  of  sales  and  distribution  for 
London-based  Financial  Times. 

LAWRENCE  R.  UELAND  to  exec¬ 
utive  director  of  circulation  operations, 
from  director  of  delivery. 

OREGON  LIVE 

MICHELLE  HELM-CARPINELLI 

to  director  of  marketing  at  Oregon  Live, 
the  Portland,  Ore.-based  Web  site  allied 
with  The  Oregonian,  from  senior  account 
manager  and  media  director  at  Gerber 
Advertising  &  Public  Relations. 

PENINSULA  DAILY  NEWS 

REX  WILSON  to  executive  editor  at 
the  Peninsula  Daily  News,  Port  Angeles, 
Wash.,  from  managing  editor  at  the 
Times-Standard,  Eureka.  Calif. 

SACRAMENTO  BEE 

CHRISTINE  AULT  to  promotion 
manager,  from  marketing  coordinator. 
She  remains  manager  of  the  annual 
media  plan. 

ED  CANALE  to  director  of  the  re¬ 
cently  created  consumer  marketing  divi¬ 
sion,  from  marketing  director.  He  retains 
responsibility  for  the  direction  of  new 
media  and  La  Voz,  the  Bee's  Spanish-lan- 
guage  publication. 

STEVEN  WEISS  to  marketing  man¬ 
ager,  from  director  of  the  performing  arts 
and  lecture  series  at  the  University  of 
California,  Davis. 

SAN  FRANCISCO  EXAMINER 

TIMOTHY  ().  WHITE  to  publisher 
and  editor  of  Hearst  Corp.’s  San  Fran¬ 
cisco  E.xaminer,  from  president  and  pub¬ 
lisher  of  its  Times  Union,  Albany,  N.Y. 
He  succeeds  LEE  J,  GUITTAR,  who  is 
retiring  after  3 1  years  in  newspapers. 

TIMES  UNION 

DAVID  P.  WHITE  to  vice  president 
and  publisher  of  the  Times  Union, 
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by  Joanne  Messina 


Albany,  N.Y.,  from  advertising  director.  JEFF  COHEN  to  vice  president, 

GEORGE  R.  HEARST  to  vice  pres-  from  editor, 
ident  and  associate  publisher,  from  direc-  ROBERT  S.  WILSON  to  vice  presi- 
tor  of  operations.  dent,  from  general  manager. 


E(SfP  OBITUARIES 


Paul  Levy,  versatile  editor 


by  Irvin  Moiotsky 

Paul  F.  Levy,  a  journalist  who 
worked  for  all  three  Philadelphia 
dailies  in  the  ’50s  and  ’60s,  from 
copyboy  to  city  editor,  and  then  be¬ 
came  a  top  supermarket  tabloid  editor, 
died  Jan.  5  in  Wellington  Hospital. 
Wellington.  Fla.,  of  complications  from 
diabetes.  He  was  61. 

The  son  of  a  haberdasher  and  an 
unemployment  claims  examiner.  Levy 
was  bom  in  Camden.  N.J.,  and  worked 
his  way  through  Temple  University  as  a 
copyboy  at  The  Philadelphia  Inquirer. 
After  graduating  in  1959,  he  reported  for 
small  papers,  including  The  Pottstown 
Mercury,  before  joining  The  Evening 
Bulletin  in  Philadelphia  in  1963.  As  an 
investigative  and  political  reporter,  he 
was  cited  for  the  best  reporting  of  1%9 
by  the  Philadelphia  Press  Association. 

Levy  went  on  to  cover  the  White 
House  during  the  Johnson  adminis¬ 
tration  and  spent  a  year  covering  the 
Vietnam  War.  He  left  the  Bulletin  to 
join  the  Philadelphia  Daily  News, 
where  he  was  city  editor. 

In  the  1970s,  he  transformed  him- 


GEORGE  W.  BATES,  69  news  edi¬ 
tor  at  the  Boston  Herald  and  former  man¬ 
aging  editor  of  the  Paris-based  Interna¬ 
tional  Herald  Tribune,  died  Jan.  5.  Orig¬ 
inally  a  sport  reporter  at  The  Tennessean 
in  Nashville,  he  became  news  editor  at 
The  Miami  Herald  in  1959,  and  in  1964 
joined  the  late  New  York  Herald  Tribune. 

CATHERINE  CAMPBELL 
HEARST,  8 1 ,  former  wife  of  Randolph 
Apperson  Hearst,  president  of  the  San 
Francisco  Examiner,  and  mother  of  the 
1960s  revolutionary  Patricia  Hearst, 
died  of  a  stroke  Dec.  30. 

DON  CARTER,  58,  a  reporter  for 
The  Seattle  Post-Intelligencer  for  30 


self  into  a  supermarket  tabloid  editor 
in  Florida.  From  the  world  of  presi¬ 
dents,  governors,  and  mayors,  he  rose 
in  a  world  of  alien  kidnappings,  mira¬ 
cle  cancer  cures,  and  effortless  weight- 
loss  plans. 

As  a  top  editor  at  The  National 
Enquirer,  he  headed  a  team  that  dashed 
off  for  a  story  custom  made  for  check¬ 
book  journalism:  Princess  Grace,  the 
Philadelphia  beauty  who  gave  up  a 
movie  career  to  marry  Prince  Ranier, 
was  killed  in  a  car  crash.  Levy  and  team 
flew  the  Concorde  to  beat  the  competi¬ 
tion  to  Monaco.  Using  standard  tabloid 
operating  procedure,  they  paid  ambu¬ 
lance  attendants,  nurses,  and  police 
officers  to  get  their  stories. 

Levy  then  joined  The  Globe,  where 
he  was  principal  editor,  and  later  edited 
its  sister  paper.  The  Examiner,  until 
failing  eyesight  and  diabetes-related 
ailments  forced  him  to  retire. 

He  is  survived  by  his  wife  of  38  years, 
a  son,  a  daughter,  and  a  sister. 


Moiotsky,  a  New  York  Times 
Washington  correspondent,  was  a 
friend  of  Levy  s. 


years,  died  of  complications  from  eso¬ 
phageal  cancer  Jan.  7.  An  investigative 
reporter,  he  began  the  “Action  Column’’ 
in  1970,  and  held  a  variety  of  positions, 
from  news  feature  editor  to  movie  critic. 

EARL  GUSTIE,  77,  a  studio  pho¬ 
tographer  for  the  Chicago  Tribune  for 
25  years,  died  Dec.  24.  He  won  awards 
from  the  Inland  Daily  Press  Association 
and  Chicago  Press  Photographers 
Association. 

FRANCIS  W.  McGAUGHEY,  73, 
owner  and  editor  of  the  weekly  Hol¬ 
brook  (Mass.)  Sun,  died  Jan.  4.  He 
served  as  Holbrook  town  administrator 
for  seven  years  and  as  selectman  for  19. 
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COVER  STORY 


BY  JOE  NICHOLSON  AND  STEVE  YAHN 


TV  steals  newspap 


How  To  Pinpoint  Whoro, 

Wwn  And  Vlflth  How  Much  Weight 
Your  Campaign  Will  Run. 

Wlttnyevotnthmirtrd»tintyourcuttemtr,you1lg»lmlolmonhryourde»K.  Ttttrtwhy 
M*  poiw  M  Ibr  M  fiMta  *  TV  •»np4' no  MMr  Mr  M  0M)«urpgM  mmign. 

SPOTTY 

fine  tuning 


TV  ad  bureaus 
$  1.2m  campaign 
touts  local  buys  ! 

The  late  Speaker  of  the  House  Tip 
O’Neill  was  fond  of  saying,  “All 
politics  is  local.” 

In  the  same  spirit,  newspaper  industry 
leaders  have  long  argued  that  targeting 
local  markets  is  an  effective  strategy. 
Editor  &  Publisher  reported  as  long  ago 
as  Jan.  26, 1952,  that  industry  executives, 
facing  a  major  challenge  from  network  i 
television,  had  decided  “newspapers’  | 
soundest  sales  strategy”  was  their  tradi-  | 
tional  pitch:  “All  Business  Is  Local.” 

Now  the  Television  Bureau  of  Adver-  1 
rising  (TBA),  which  represents  nearly  : 
500  local  TV  stations,  has  launched  a 
$  1 .2  million  advertising  campaign  with  a 
strikingly  similar  pitch. 

Ave  Butensky,  president  of  the  TV  | 
trade  group,  says  the  campaign  is 
designed  to  explain  that  it  makes  sense  to 
sell  national  products  by  targeting  local 
markets.  It  should  have  a  broad  impact 
because  more  than  300  stations  in  all 
parts  of  the  country  have  agreed  to 
donate  time  to  run  the  spots. 


One  of  Butensky ’s 
spots,  as  well  as  its 
print  companion  ad  in 
weekly  trade  publica¬ 
tions,  underlines  the 
significance  of  regional 
expressions,  “It’s  hard 
to  sell  ‘pop’  to  people 
who  drink  ‘soda.’” 

Another  of  the  cam¬ 
paign’s  ads  says: 

“Nothing  helps  you 
speak  to  a  community 
like  local  TV.  Except 
maybe  a  giant  loud¬ 
speaker  anchored  to  the 
roof  of  your  car.” 

Another  of  But- 
ensky’s  print  spots 
shows  a  photograph  of 
a  massive  missile  in 
flight  with  a  caption: 

“The  BMG-109  Toma¬ 
hawk  Cruise  missile 
can  be  programmed  to 
reach  its  target  with 
pinpoint  accuracy  ... 

Kinda  like  spot  TV.” 

Do  newspaper  ad 
executives  feel  that  local  TV  stations  are  i 
ripping  off  their  pitch?  Not  at  all. 

“My  reaction  was,  you  know,  wel¬ 
come  aboard,”  says  Nicholas  Cannis-  j 
traro  Jr.,  president  and  general  manager  i 
of  the  Newspaper  National  Network 
(NNN),  an  affiliate  of  the  Newspaper  j 
Association  of  America  (NAA).  i 

While  Butensky’s  ad  campaign  repre-  ' 
sents  a  new  approach,  the  TBA  has  been  i 
lobbying  and  preaching  about  the  value  | 
of  local  ad  buys  for  more  than  40  years  | 
by  using  letters  and  person-to-person 
contacts  with  ad  executives. 

“You  put  your  money  where  your  mar¬ 
ket  is,  not  where  your  business  isn’t,”  [ 
says  Butensky.  He  points  out  a  network  | 
TV  buy  for  snow  tires  will  pour  money  j 
into  Miami  as  well  as  Minneapolis.  | 

Conversely,  he  says  a  sun  lotion  j 
manufacturer  would  be  unwise  to  i 
dump  money  into  a  “shotgun  approach”  j 
network  buy  that  fails  to  emphasize  i 


Miami  over  Minneapolis. 

“Every  product  has  reasons  why  it  will 
do  well  in  one  area  more  than  in  anoth¬ 
er,”  says  Butensky,  who  explains  Toyota 
sells  better  in  California  than  Michigan 
because  of  how  its  business  developed. 

Why  don’t  advertisers  and  ad  agen¬ 
cies  more  often  gear  ad  buys  to  local 
markets? 

“Unfortunately,  people  don’t  look  at 
this  thing  logically,”  says  Butensky.  “They 
look  at  what  is  easier  for  them  to  do.” 

A  sitting  president,  George  Bush,  was 
defeated  by  Gov.  Bill  Clinton  in  1992 
partly  because  the  Clinton  team  under¬ 
stood  the  value  of  targeting  campaign 
ads  to  localities  —  and  Bush’s  “lousy 
advisers”  didn’t,  says  Butensky. 

“We  have  tried  mightily  every  two 
years  to  go  see  the  national  Republican 
and  Democratic  committees,”  he  says. 
“Those  guys  are  more  interested  in 
what  is  in  it  for  them  than  what  is  in  it 
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ers’  thunder 


Newspaper-Targeted  TV  comparison 
of  advertising  expenditures 


Source;  McCann-Erickson,  Inc.  estimates/Television  Bureau  ol  Advertising.  Inc. 

‘Includes  local  spot  ads  as  well  as  national  spot  ads  that-unlike  network  ads-target  local  markets 


for  the  candidates.” 

In  nonpolitical  campaigns,  the  blame 
sometimes  lies  with  ad  agencies  that  buy 
a  network  ad  rather  than  putting  together 
a  collection  of  targeted  local  television 
stations,  says  Butensky. 

Butensky  says  an  ad  agency  might  be 
able  to  make  a  $1  million  network  buy 
with  10  hours  of  work,  while  it  might 
have  to  spend  25  hours  to  buy  the  same 
amount  on  local  television. 

“The  standard  agency  commission  has 
been  15%,”  he  says,  using  the  old  rule  of 
thumb  to  come  up  with  a  commission  of 
$  150,000  that  an  agency  might  be  pleased 
to  earn  in  10  hours  rather  than  25  hours. 

In  some  cases,  he  contends,  the  ad  agen¬ 
cies  “don’t  give  a  hoot  about  the  client.” 

An  ad  agency  that  doesn’t  give  a  hoot 
about  clients?  Over  at  the  American 
Association  of  Advertising  Agencies 
(4As),  the  industry  trade  group,  eye¬ 
brows  arched. 


“I  don’t  think  it’s  true  that  ad  agencies 
don’t  give  a  hoot  about  their  clients.  They 
wouldn’t  be  in  business  very  long  if  they 
didn’t  care  about  their  clients.  That’s  their 
stock  in  trade.  That’s  what  they  do  for  a 
living.  Accounts  can  change  hands  very, 
very  quickly,  and  when  that  happens, 
people  are  out  of  jobs,”  says  John  Wolfe, 
4As  senior  vice  president  and  director  of 
public  affairs. 

In  some  situations,  Wolfe  points  out, 
one  company  creates  an  ad  while  a  differ¬ 
ent  company  handles  media  planning  and 
and  buying. 

As  the  nation’s  chief  cheerleader  for 
local  television,  Butensky  doesn’t  pro¬ 
mote  competitors  like  network  television 
or  newspapers. 

Asked  how  network  advertising 
executives  respond  to  his  critique, 
Butensky  acknowledges  they  have 
strong  arguments  for  ad  branding  cam¬ 
paigns  and  says  they  “probably  find  a 


way  to  protect  their  turf.” 

“This  is  the  first  campaign  of  this 
nature  that  we  have  undertaken,”  he  says 
of  his  advertising  campaign  emphasizing 
the  value  of  going  local. 

Butensky  is  hesitant  to  admit  he  is 
adopting  an  old  newspaper  strategy.  He 
fends  off  questions  about  being  a  copycat 
with  a  series  of  ringing  pitches  for  the 
advantages  of  motion-and-sound  televi¬ 
sion  ads.  Eventually,  he  concedes 
similarity  between  his  new  campaign  and 
the  traditional  newspaper  pitch,  saying, 
“In  a  way  that’s  correct.” 

The  NNN  believes  Butensky ’s  cam¬ 
paign  will  strengthen  its  own  pitch. 

“I  applaud  it.  ...  I  think,  if  anything, 
it  will  help  newspapers  because  it  will 
put  more  emphasis  on  the  notion  of  the 
importance  of  local  media,”  says 
NNN’s  Canni.straro.  “Then  those  of  us 
who  are  positioned  locally  can  make 
our  argument  about  our  own  individual 
media  strength.” 

With  the  splintering  of  TV  into  hun¬ 
dreds  of  broadcast  and  cable  channels  as 
well  as  the  proliferation  of  niche  maga¬ 
zines,  Cannistraro  says  the  local  newspa¬ 
pers  in  many  markets  are,  far  and  away, 
advertisers’  best  vehicle. 

Not  every  newspaper  advertising  exec¬ 
utive  views  Butensky ’s  campaign  as 
benign  for  newspapers. 

Allen  J.  Walters,  vice  president-adver¬ 
tising  at  The  Denver  Post,  .says,  “What 
they  are  trying  to  do  is  to  target  newspa¬ 
pers’  No.  1  source  of  advertising  revenue, 
which  is  the  local  advertising  dollar.” 

But  Walters  agrees  television  has  been 
badly  hurt  by  the  continuing  proliferation 
of  TV  stations. 

“Fragmentation  is  a  disadvantage  in 
the  television  market  because  you  may 
have  to  buy  10  or  12  stations  in  order  to 
deliver  the  reach  that  a  single  newspaper 
delivers,”  says  Walters,  who  notes  that 
many  cities  have  become  one-newspaper 
markets,  giving  them  an  even  bigger 
advantage. 

Even  with  head-to-head  competition 
from  the  Denver  Rocky  Mountain  News, 
Walters  .says  his  paper  has  doubled  ad 
revenues  over  the  last  decade. 

“I’m  more  optimistic  today  than  I  have 
ever  been,”  continues  Walters,  referring 
to  his  21  years  in  the  business. 

Speaking  after  a  long  day  in  which  he 
presented  arguments  for  bigger  pieces  of 
the  ad  budgets  of  two  of  his  advertisers,  a 
Realtor  and  a  consumer  electronics  com¬ 
pany,  a  ruminating  Walters  says  his 
paper’s  success  has  been  built  on  a  “very 
aggressive”  approach. 

Targeted  ads  are  more  effective,  he 
says,  citing  manufacturers  of  four-wheel- 
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$23,084,000 
network  and 
other  TV  ads 


$36,654,000 
local  ads 


that  thought,  and  the 
TBA  campaign  will 
get  them  to  think 
about  it.” 

Coen  isn’t  con¬ 
vinced  local  televi¬ 
sion’s  campaign  will 
help  bolster  those 
pitching  local  news¬ 
paper  advertising. 

“I  doubt  that  any¬ 
body  is  out  to  help 
anybody  but  them¬ 
selves,”  he  says.  If 
local  television  and 
local  newspaper  ad 
advocates  are  really 
bolstering  each 
other,  he  suggests 
they  throw  their 
checkbooks  into  a 
joint  ad  campaign. 

“It  probably 
would  add  a  little 
more  sizzle  to  it,”  he 
says,  suggesting 
dropped  Jaws  on  Madison  Avenue  if 
newspaper  and  TV  ad  advocates  spend 
money  to  help  each  other. 

Along  with  his  pitches  for  local  televi¬ 
sion,  Butensky  offers  a  few  comments  on 
the  strengths  of  network  television  and 
newspapers. 

“Newspapers  have  extremely  valuable 
things  to  offer  advertisers,”  he  says  of 
supermarket  ads  that  enable  “housewives 
to  tear  out  a  page  with  100  items  on  it.  TV 
can’t  do  that.” 

“Television  is  clearly  the  instrument 
for  branding,”  he  says.  “When  you’ve 
decided  to  buy  a  Lexus,  newspapers  are 
the  place  that  tells  you  where  are  the  12 
places  to  buy  it.” 

Unlike  newspapers,  he  adds,  a  60-second 
or  30-second  television  ad  about  airline 
discounts  can’t  list  the  25  cities  covered 
by  discount  tickets. 

But  he  goes  on,  “It  baffles  me  as  to 
why  a  national  advertiser  would  want  to 
use  a  newspaper  on  a  branding  message 
unless  it  has  intricate,  complicated 
details,”  such  as  those  in  ads  for  computers, 
insurance,  and  financial  products. 

Ad  experts  like  Cannistraro  and 
Butensky  are  pleased  that  advertisers  and 
ad  agencies  are  recognizing  the  risk  of 
putting  all  their  ad  eggs  in  the  increasing¬ 
ly  threadbare  nest  of  network  TV. 

“These  decision  makers  are  beginning 
to  realize  that  the  old  standby  network 
television  isn’t  producing  the  kind  of  per¬ 
formance  that  they  had  been  used  to,  and 
they  have  to  look  elsewhere,”  said 
Cannistraro.  “Multimarket  advertisers  are 
rediscovering  local  marketing.” 


“You  put  your  “You  can  avoid 
money  where  some  waste, 

your  market  is,  What  would 

not  where  your  they  save  if 

business  isn’t.”  they  tailored  it 
geographically?’ 

Robert  J.  Coen, 
McCann-Erickson  Ins. 


“I  applaud  it. ... 
It  will  put  more 
emphasis ...  on 
the  importance 
of  local  media.” 


Ave  Butensky, 
Television  Bureau 
of  Advertising 


cator,  who  adds  he  does  not  try  to  look 
further  than  a  year  into  the  future.  “That’s 
probably  what  [Butensky’s]  TBA  is  try¬ 
ing  to  beat  the  drum  and  make  happen.” 

There  is  logic  to  Butensky’s  argument, 
concedes  Coen,  but  he  says  each  advertis¬ 
er  and  ad  agency  must  use  its  calculator 
to  figure  out  how  it  can  get  the  most 
greenbacks  back. 

“You  can  avoid  some  waste.  What 
would  they  save  if  they  tailored  it  geo¬ 
graphically?  That’s  the  key  question,” 
says  Coen,  echoing  The  Post's  Walters. 
“Maybe  a  lot  of  marketers  haven’t  given 


TV  network  ads  exceed 
targeted  market  buys 

TV  advertising  expenditures  1997 


Local  ads  are  king 
for  newspapers 

Newspaper  advertising  expenditures  1997 


$5,016,000 
national  ads 


$21,435,000 
TV  targeted 
market  buys* 


Source;  McCann-Erickson,  Inc.  estimates/Television  Bureau  of  Advertising.  Inc. 

‘Includes  local  spot  ads  as  well  as  national  spot  ads  that-unlike  network  ads-target  markets 
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Help  Your  Audience  Say  NO 
to  Frozen  Pipes. 


Cold  weather  can  cause  a  real 
disaster  -  INSIDE  your  home. 

Water  pipes  can  freeze  and  burst. 
The  resulting  mess  can  cost 
thousands  of  dollars  to  clean 
up  and  repair. 

The  whole  ordeal  is  avoidable;  we 
can  help  you  tell  your  audience  how. 

Just  tell  us  what  you  need: 


Please  send  me  the  following  NO  FROZEN  PIPES  information: 

□  Press  release/general  information. 

□  Information  about  potential  interview  subjects. 

□  Camera  ready  one-  or  two-column  ads. 

□  “No  Frozen  Pipes”  counter  card  insert. 

□  “No  Frozen  Pipes”  brochures.  Quantity  needed: _ 

□  “No  Frozen  Pipes”  brochures  (Spanish  version).  Quantity  needed: _ 

□  “Ice  Dams:  FIOT  TIPS  for  Preventing  COLD  WEATHER  Damage”  brochures: 

Quantity  needed: _ 


Name  Title 


Media  Outlet 

Address 

City 

State 

ZIP 

Ph.# 

Mail  or  fax  to:  No  Frozen  Pipes  /  Public  Affairs  Department  B-4,  State  Farm  Insurance 
Companies,  One  State  Farm  Plaza.  Bloomington,  IL  61710-0001  (fax:  309/766-1181) 

Or,  you  may  send  your  request  by  e-mail  to  psupple@statefarm.com. 

For  additional  help,  call:  309-766-8864. 

State  Farm  Fire  and  Casualty  Company  State  Farm  General  Insurance  Company  Home  Offices:  Bloomington,  Illinois 
State  Farm  Lloyds,  Home  Office:  Dallas.  Texas 
http://www.statefarm.com 
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Poll  says  Web  news 
use  Is  mainstream 


by  David  Noack 


Weather  information  sites,  along 
with  entertainment  and  local 
news,  are  among  the  most  pop¬ 
ular  online  destinations  as  the  Web  contin¬ 
ues  to  become  more  mainstream,  says  a 
Pew  Center  study  released  Thursday,  Jan. 
14.  Meanwhile,  major  newspapers’  Web 
sites  have  lost  some  Net  audience  share. 

The  findings  by  the  Pew  Research 
Center  for  the  People  and  the  Press  show 
that  in  1996,  when  Just  23%  of  Americans 
went  online  for  news,  technology  stories 
topped  the  preference  list.  Today,  with 
41%  of  all  American  adults  online,  the 
weather  is  the  most  popular  attraction. 

This  comes  as  personal  computers  and 
online  si?rvices  continue  to  make  inroads 
into  the  home,  while  setting  up  a  Web 
account  is  becoming  easier  and  cheaper. 

For  online  news  organizations,  there  is 
good  news  in  that  the  numbers  of  all  peo¬ 
ple  who  get  news  online  at  least  weekly 
continue  to  grow,  starting  from  4%  in 
1995  to  between  15%  to  26%  now,  the 
study  shows.  Among  strictly  Internet 
users,  the  numbers  getting  news  online 
weekly  range  from  37%  to  64%. 

Poll  officials  say  the  fluctuations  in  the 
figures  of  people  getting  online  news 
weekly  is  related  to  what  may  be  happen¬ 
ing  in  the  news.  Major  or  breaking  news 
stories  attracts  more  users. 

“The  number-one  draw  is  now  the 
weather,”  says  Andrew  Kohut,  the  poll 
director.  “Sixty-four  percent  now  say  they 
go  on  the  Internet  for  the  weather,  which 
is  much  more  typical  of  American  con¬ 
sumers.  We  no  longer  have  the  intense 
group  of  technological,  professionally  ori¬ 


All  Web  Users 

Get  News  From... 

1995 

1998 

Broadcast  TV  Web  sites 

20% 

22% 

National  newspaper  sites 

23% 

16% 

Wall  Street  Journal  Interactive 

15% 

9% 

C-SPAN  Web  site 

10% 

8% 

MSNBC  Web  site 

8% 

11% 

ented  people  dominating  the  Internet.” 

He  also  cited  local  community  news 
going  from  27%  in  a  1996  study  to  42%  in 
1998,  and  entertainment  news  going  from 
50%  to  58%  in  the  same  time  period. 
Technology  news  remains  popular,  falling 
to  59%  from  64%  of  online  users. 

“What  does  this  tell  you?”  asks  Kohut. 
“Weather,  entertainment,  local  news  all 
sound  like  the  6  o’clock  news.  As  the 
Internet  population  becomes  more  main¬ 
stream,  it  will  begin  to  look  in  its  prefer¬ 
ences,  its  habits,  and  its  behavior  more 
like  general  news  audiences.” 

National  newspaper  Web  sites  are  being 
viewed  by  a  lower  percentage  of  overall 
Web  users,  according  to  the  study.  In 
1995,  23%  of  all  Internet  users  visited 
national  newspaper  sites.  Only  16%  did 
last  year. 

Meanwhile,  broadcast  TV  sites  in- 
crea.sed  from  20%  of  online  users  in  1995 
to  22%  in  1998.  MSNBC  alone  now  enjoys 
readership  from  1 1%  of  all  online  users. 

The  survey  results  were  gleaned  from  a 
nationwide  poll  of  3,184  adults  conducted 
throughout  the  fall  of  1998.  There  are 
roughly  74  million  Internet  users  in  the 
United  States. 

Kohut  says  the  survey  shows  that  new 
Internet  users,  people  who  have  gone 
online  over  the  last  year,  are  displaying 
different  information,  news,  and  usage 
patterns  than  people  who  have  been  con¬ 
nected  for  more  than  a  year. 

Middle-aged  and  middle-income  peo¬ 
ple,  both  men  and  women,  are  using  the 
Internet  in  increased  numbers,  as  are  peo¬ 
ple  with  less  education  than  a  college 
degree.  Among  Internet  newcomers,  39% 
never  attended  college,  and  23%  have 
household  incomes  below  $30,000  a  year. 

“When  we  asked  the  respondents, 
mostly  what  do  you  use  the  Internet  for 
—  work  or  pleasure,  among  the  new 
users,  52%  say  pleasure  and  24%  say  for 
work.  ...  So  we  have  quite  a  different 
population,”  Kohut  observes.  “We  see  the 
Internet  changing  and  this  population,  for 
all  intents  and  purposes,  is,  to  use  our 
phrase,  ‘normalizing’”  the  Web,  he  says. 

As  the  number  of  people  who  go  online 


continues  to  grow,  online  information  re¬ 
mains  a  supplement,  rather  than  a  replace¬ 
ment,  for  traditional  print  and  broadcast 
news.  That  said,  for  a  small  group  of 
users,  there  are  indications  that  the  In¬ 
ternet  is  beginning  to  erode  their  tradition¬ 
al  news  sources.  One-fifth  of  Internet 
users  (21%)  regularly  read  news  stories 
online  instead  of  reading  them  in  a  news¬ 
paper  or  watching  them  on  television,  and 
16%  say  they  get  more  news  from  online 
sources  than  from  print  or  broadcast. 

People  are  using  the  Internet  to  gamer 
news  because  of  its  accessibility,  conve¬ 
nience,  and  the  ability  to  conduct  search¬ 
es.  Forty-six  percent  say  access  to  infor¬ 
mation  that  is  not  easily  available  else¬ 
where  is  a  key  reason  for  using  the  Web. 

Internet  users  read  newspapers  and  lis¬ 
ten  to  radio  news  at  higher  rates  than  do 
nonusers.  Sixty-four  percent  watched  TV 
news  the  day  before  the  survey  interview, 
51%  read  a  newspaper,  and  48%  listened 
to  radio  news.  These  usage  rates  are 
higher  than  for  the  non-internet-using 
population. 

Customized  news  doesn’t  appear  to  be 
as  popular  among  online  newcomers. 
While  18%  of  older  Internet  users  get  cus¬ 
tomized  news  updates  and  23%  get  stories 
e-mailed  to  them,  only  12%  of  new  users 
have  stories  e-mailed  to  them  and  16%  get 
customized  updates. 

In  November,  Jupiter  Communica¬ 
tions,  a  New  York-based  online  and  tech¬ 
nology  research  firm,  released  a  study 
showing  that  American  online  news  con¬ 
sumers  trust  online  news  just  as  they  trust 
news  from  newspapers,  radio,  television, 
and  magazines. 

The  Pew  study  afso  finds  that  49%  of 
Web  users  say  that  Internet  news  is 
“more  accurate  than  news  found  in  tradi¬ 
tional  print  and  broadcasts  outlets.”  But 
only  28%  of  non-online  news  users  agree 
with  that  assessment.  Also,  55%  of 
Americans  do  not  think  that  news  organi¬ 
zations’  Web  sites  are  any  more  or  less 
accurate  than  information  from  tradition¬ 
al  sources. 

In  addition  to  online  news,  the  study 
also  addresses  a  number  of  other  In¬ 
ternet-related  issues,  such  as  basic  pat¬ 
terns  of  Internet  use;  how  Americans 
u.sed  the  Net  during  the  1998  elections; 
the  attitudes,  beliefs,  and  behaviors  of 
Internet  users;  and  Americans’  attitudes 
toward  the  Internet  and  technology.  For 
more  information  about  the  study,  visit 
http://www.peopIe-press.org. 
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Brief  filed 
against 

CDAll 

by  David  Noack 

Several  news  media  trade  and  journal¬ 
ism  organizations  are  backing  the 
effort  to  overturn  the  Child  Online 
Protection  Act  (CORA),  which  seeks  to  reg¬ 
ulate  online  content.  Publishers  fear  that 
content  such  as  the  Starr  Report  could  be 
covered  by  the  new  law. 

Twenty  groups  involved  in  publishing, 
computer  technology,  and  online  services 
are  seeking  to  have  the  controversial  law 
ruled  unconstitutional.  A  federal  district 
Judge  in  Philadelphia  late  last  year  tem¬ 
porarily  blocked  prosecutors  from  enforc¬ 
ing  the  law. 

With  a  trial  scheduled  for  later  this 
month,  the  most  recent  amicus  curiae,  or 
friend  of  the  court,  brief  was  filed  last 
Monday,  Jan.  1 1.  Such  briefs  are  filed  by 
parties  not  directly  involved  with  particu¬ 
lar  litigation  but  who  would  like  to  advise 
the  court  as  it  makes  its  decision. 

Sometimes  dubbed  CDA  II,  after  an 
earlier  failed  attempt  at  Internet  regula¬ 
tion,  COPA  is  aimed  at  protecting  children 
from  “harmful”  material  online.  In  1997, 
the  United  States  Supreme  Court  over¬ 
turned  the  Communications  Decency  Act, 
or  CDA  I,  ruling  that  it  violated  free 
speech  and  free  press  rights  and  saying  the 
Internet  should  be  given  the  highest  First 
Amendment  protections. 

That  sent  Congress  back  to  the  draw¬ 
ing  board,  which  resulted  in  COPA. 
After  President  Clinton  signed  the  bill 
into  law,  the  American  Civil  Liberties 
Union  (ACLU)  filed  suit  against  it  la.st 
October. 

The  legislation  makes  it  a  federal  crime 
to  “knowingly”  communicate  "for  com¬ 
mercial  purposes”  material  considered 
“harmful  to  minors.”  Penalties  include 
fines  of  up  to  $50,000  for  each  day  of  vio¬ 
lation  and  up  to  six  months  in  prison  if 
convicted.  The  government  also  has  the 
option  to  bring  a  civil  suit  against  individ¬ 
uals  under  a  lower  standard  of  proof  with 
the  same  financial  penalty  of  up  to 
$50,000  per  violation. 

Continued  on  page  28 
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Web  site  hosting  with  a  100%  uptime  guarantee. 

It's  a  given.  With  PSINet,  your  Web  site  will  always 
be  open  for  business.  All  day.  Every  day.  Without 
exception.  How  can  we  be  sure?  Because  we 
use  multiple  servers  and  a  redundant  network 
architecture.  Our  network  seamlessly  directs  your 
Web  traffic  to  the  best-performing  Web  servers 
through  the  fastest  network  connection.  How  can 
you  be  sure?  Because  we  guarantee  it.  With  PSINet,  your  business  reach 
is  not  only  global,  it's  continuous. 


Buy  Web  services 
from  PSINet  and  get 

2  MONTHS 

FREE 

WEB  HOSTING 


*Some  restrictions  apply.  Call  for  details. 

©1998  PSINet  Inc.  The  Internet  Starts  Here* 
and  the  PSINet  logo  are  trademarks  of  PSINet  Inc. 


PSIN^ 

THE  INTERNET  STARTS  HERE* 

1.800.887.4615 


www.psinet.com 
NASDAQ:  PSIX 
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Web  encyclopedias 
are  resource  for  all 

The  massive  tomes  of  information  are  easily 
accessible  online  —  for  your  reporters  and  readers 


Continued  from  page  27 

The  publishing  and  journalism 
groups  endorsing  the  legal  challenge 
include  the  Newspaper  Association  of 
America  (NAA),  the  National  News¬ 
paper  Association  (NNA),  the  American 
Society  of  Newspaper  Editors  (ASNE), 
the  Society  of  Professional  Journalists 
(SPJ),  and  the  Magazine  Publishers  of 
America. 

The  court  battle  over  COPA  is  just  as 
important  as  the  fight  over  the  original 
CDA,  says  attorney  Kevin  Goldberg,  an 
associate  at  Cohn  and  Marks  in 
Washington,  D.C.,  which  represents 
ASNE.  “You’re  talking  about  a  law  com¬ 
ing  at  a  crucial  time  in  the  growth  of  the 
Internet,”  he  says. 

“If  you  look  at  what  happened  two 
years  ago,  the  court  overturned  the  orig¬ 
inal  Communications  Decency  Act 
because  it  said  there  were  less-restric¬ 
tive  alternatives.”  Goldberg  says  Con¬ 
gress  basically  ignored  the  court’s  sug¬ 
gestions  about  alternatives  when  writing 
the  new  law. 

David  S.J.  Brown,  senior  vice  presi¬ 
dent  of  public  policy/general  counsel  to 
the  NAA,  says  one  of  the  reasons  the 
latest  brief  was  filed  was  to  have  the 
court  recognize  that  there  is  the  exis¬ 
tence  of  filtering  and  blocking  software 
technologies  that  can  shield  minors 
from  harmful  materials.  “We  felt  that 
the  ACLU  brief  [filed  earlier]  did  not 
adequately  discuss  the  availability  of 
user  empowerment  as  a  means  by  which 
to  protect  people,”  he  says. 

The  lawyers  seeking  to  scuttle  the 
new  law  are  making  much  the  same 
legal  arguments  that  were  made  in  the 
first  case.  “COPA  traces  much  the  same 
path  as  the  CDA  and  suffers  from  many 
of  the  same  crippling  constitutional 
flaws,”  reads  part  of  the  35-page  brief 
filed  last  Monday. 

“This  nation’s  free-speech  tradition  is 
fulfilled  no  less  robustly  by  the 
Philadelphia  Inquirer  than  a  not-for- 
profit  newspaper  or  newsletter;  no  less 
by  Time  Warner’s  Cable  News  Network 
than  C-SPAN;  no  less  by  Barnes  & 
Noble  than  a  public  library.  The  CDA  lit¬ 
igation  reaffirmed  that  the  ability  of  the 
Internet  to  achieve  its  potential  as  a 
speech  medium  is  dependent  upon  the 
diversity  of  the  speech  it  protects  and 
fosters.  Because  COPA  threatens  a 
meaningful  contraction  of  such  speech, 
this  Court  should  strike  down  COPA  as 
unconstitutional  on  its  face,”  the  court 
brief  states. 


by  Charles  Bowen 

Sometimes  an  online  tool  not  only 
will  help  you  research  your  stories 
but  also  ought  to  be  the  subject 
itself  of  a  news  story  or  two,  so  your  read¬ 
ers  can  use  it  as  well.  The  new  virtual  ref¬ 
erence  desk  from  Funk  &  Wagnalls  is  a 
good  example.  While  certainly  not  the 
most  powerful  encyclopedia  online,  it  is 
free  —  where  others  charge  monthly  or 
yearly  subscription  fees  —  and  it  is  very 
easy  to  use,  making  it  a  good  recommen¬ 
dation  as  a  homework  helper. 

The  Funk  &  Wagnalls  Online  Multime¬ 
dia  Encyclopedia,  sponsored  by  Versabook, 
combines  a  29-volume  encyclopedia 
with  25,000  articles.  The  resource,  which 
is  enhanced  with  thousands  of  sounds, 
photos  and  animations,  is  updated 
monthly  with  details  on  current  events.  It 
includes  a  searchable  dictionary  with 
165,000  entries  and  hourly  world  news 
feeds  from  Reuters. 

Log  into  the  site  (http://www.funkand- 
wagnalls.com)  and  select  the  “free 
access”  button.  If  this  is  your  first  visit, 
you  will  be  asked  for  basic  mailing  infor¬ 
mation  and  asked  to  select  a  password. 

Busy  writers  and  editors  will  appreci¬ 
ate  a  Power  Search  option,  which  enables 
you  to  search  all  three  references  at  the 
same  time  or  separately.  You  also  can 
specify  the  scope  of  the  search  (titles  or 
full  text),  how  to  list  the  results  (ranked 
by  relevance  or  alphabetically),  and  the 
search  method. 

The  site  displays  relevant  articles  from 
anywhere  in  the  reference  area,  presenting 
them  in  a  clickable,  hyperlinked  list. 
Longer  articles  routinely  incorporate  pho¬ 
tos,  maps,  and  links  to  related  material. 

The  reference  also  has  breakouts  on 
major  topics.  For  instance,  use  the  Power 
Search  to  locate  material  on  a  specific 
U.S.  state.  Your  results  include  links  to 
material  on  the  state’s  land  and  resources, 
population,  and  so  forth.  For  assistance 
with  research,  all  articles  include  an 
updated  bibliography  of  related  material. 


Of  course.  Funk  &  Wagnalls  is  only  the 
latest  among  online  encyclopedias.  It  joins 
some  weighty,  well-established  competi¬ 
tors.  Here  are  the  major  players: 

1  Britannica  Online  (http://www.eb.com). 
Since  1768,  the  Encyclopaedia  Britannica 
has  been  the  undisputed  ruler  of  the  roost, 
and  on  the  Web,  the  tradition  conditions. 
With  more  than  72,000  articles  and  12,000 
images,  it  is  twice  the  size  of  its  nearest 
comf)etitors  in  both  the  electronic  and 
print  worlds.  Such  data  power  doesn’t 
come  cheap,  however.  Britannica  Online 
charges  a  $50  yearly  or  a  $5  monthly  sub¬ 
scription  fee.  Watch  for  deals;  at  this  writ¬ 
ing,  the  site  invites  visitors  to  sign  up  for 
a  one-week  free  trial. 

2  Grolier  Multimedia  Encyclopedia  On¬ 
line  (http://gme.grolier.com).  This  is  the 
granddaddy  of  online  encyclopedias,  first 
appearing  on  CompuServe  in  the  pre-Web 
days  of  the  1980s.  It  provides  36,000  arti¬ 
cles  from  the  Academic  American  Ency¬ 
clopedia,  updated  monthly,  as  well  as 
some  6,(XX)  pictures  and  maps  and  assort¬ 
ed  sound  files.  Grolier  charges  a  $59.95 
annual  subscription  fee  plus  a  one-time  $5 
registration  fee.  A  two-week  free  trial 
period  is  offered. 

3  Compton’s  Encyclopedia  Online 
(http://www.comptons.com).  As  Grolier’s 
constant  competitor,  Compton’s  offers 
40,(XX)  articles  online,  with  pictures  and 
sound  clips,  as  well  as  new  narrated  slide 
shows.  The  cost  is  $30  a  year,  but  the  site 
offers  a  seven-day  free  trial. 

4  Encarta  Online  (http://encarta.msn.com/ 

EncartaHome.asp).  With  some  40,000 
articles  and  10,000  illustrations,  Microsoft 
Corp.’s  entry  is  a  Web  version  of  its  CD- 
ROM-based  encyclopedia.  An  attractive 
introductory  page  offers  daily  news  fea¬ 
tures,  usually  from  the  world  of  science, 
technology  or  medicine,  with  links  to  rel¬ 
evant  portions  of  the  reference  work.  The 
site  charges  $49.95  a  year  or  $6.95  a 
month,  with  a  3()-day  trial.  Hi 


Bowen  is  a  West  Virginia  journalist 
and  a  30-year  veteran  of  newspapers. 
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NAA  unveils  classified  ad 
exchange  standard 


by  Jim  Rosenberg 

Anew  classified  advertising  stan¬ 
dard  should  make  it  easier  for  the 
newspaper  industry  to  collective¬ 
ly  aggregate  classifieds  for  Web  sites. 
The  ADEX  standard  was  announced  Jan. 
12  at  the  Newspaper  Association  of 
America’s  (NAA)  SuperConference  in 
Orlando,  Fla. 

A  task  force  of  users,  developers,  and 
trade  association  staffers  have  worked 
for  eight  months  on  the  proposed  stan¬ 
dards  for  providing,  sharing,  and  aggre¬ 
gating  classified  advertising  data.  In  its 
print  products  alone,  each  newspaper 
typically  accepts,  processes,  and  prints 
ads  in  its  own  manner,  according  to  sec¬ 
tion  design,  preferred  practices,  and  sys¬ 
tem  capabilities.  Each  newspaper  has  its 
own  categories.  For  example,  “Real 
Estate”  at  one  paper  might  be  called 
“Homes”  at  another. 

Task  force  chairman  and  Houston 
Chronicle  senior  vice  president,  opera¬ 
tions  and  technology.  Jack  H.  Stanley, 
says  the  key  to  a  standard  is  searchability 
utilizing  criteria  useful  to  users.  While  the 
project  was  largely  driven  by  the  Web,  the 
format  should  be  suitable  for  print  and 
voice  products  as  well.  Eric  Wolferman, 
NAA  senior  vice  president,  technology 
calls  the  fast  work  on  ADEX  “a  remark¬ 
able  achievement.” 

To  deal  with  the  lack  of  consistent 
abbreviations,  lack  of  consistent  format 
for  transactions,  and  a  need  to  convert  nar¬ 
rative  text  to  organized  data  fields,  the 
task  force  devised  standards  for  a  record¬ 
ing  format  with  a  minimum  required  num¬ 
ber  of  fields.  Standards  were  also  devel¬ 
oped  for  terminology,  transactional  record 
format,  and  presentation. 

ADEX  1.0,  which  sets  standard  text 
formatting  tags  (ad  abbreviation  and 
transaction  formats  will  follow),  is  ready 
for  release  and  is  about  to  be  distributed 
one  last  time  for  review  and  comment. 
Verification  pilot  projects  are  already 
scheduled,  and  ADEX  education  sessions 
are  planned  for  all  NAA  functions 
throughout  1999,  according  to  Stanley. 


ADEX  is  a  human-  and  machine-read- 
able  form  for  transmitting  an  ad  from  any 
source  to  any  destination  —  either  from 
an  advertiser,  agency,  publisher,  audiotext 
studio  or  Web  site.  The  Extensible 
Markup  Language  (XML)  subset  of  the 
Standardized  Graphical  Markup  Lan¬ 
guage  was  chosen  by  the  task  force. 
Supported  by  the  major  Web  browsers,  it 
employs  a  Document  Type  Definition  for 
employment,  transportation,  real  estate, 
and  merchandise.  The  last,  a  very  general 


classification,  is  still  being  refined. 

An  ad’s  head  encapsulates  source  and 
response  information  and  publication 
rules.  An  ad’s  body  contains  its  text  and 
the  format  hints.  One  such  hint  would 
instruct  italic  or  bold  type  for  print  and  a 
deep  or  loud  voice  for  audiotext. 

Detailed  information  on  ADEX  is 
available  at  www.naa.org/technology/ 
clsstdtf/index.html.  More  information 
about  XML  can  be  found  at 
www.xml.org.  ■■ 


Real  Media  joint  venture 
to  push  online-print  ads 


by  Carl  Sullivan 

Imagine  increasing  your  advertising 
staff  from  just  14  representatives  to  78. 
That’s  effectively  what  Real  Media  Inc. 
is  about  to  do  for  its  network  of  over  600 
newspaper  Web  sites.  In  the  process,  the 
company  hopes  to  integrate  advertisers’ 
print  and  online  campaigns. 

Based  in  New  York’s  Silicon  Alley,  Real 
Media  will  soon  announce  a  joint  venture 
with  Publicitas/Globe  (P/G)  Media  Inc.,  a 
subsidiary  of  Switzerland’s  PubliGroupe, 
an  international  print  advertising  repre¬ 
sentative  with  1998  revenues  of  approxi¬ 
mately  $2  billion.  PubliGroupe  is  also  a 
minority  investor  in  Real  Media. 

Based  in  New  York,  the  P/G  group  has 
64  salesjjeople  in  North  America.  The 
company  represents  national  accounts  for 
various  magazines  and  newspapers, 
including  Travel  &  Leisure  magazine  and 
the  San  Francisco  Examiner  &  Chronicle. 
These  ad  representatives  also  work  with 
U.S.  advertisers  for  newspapers  such  as 
London’s  Financial  Times  and  Canada’s 
Globe  &  Mail  in  Toronto.  The  company 
reportedly  had  revenues  of  approximately 
$300  million  last  year. 

Real  Media  reps  will  be  placed  in  each 
of  P/G ’s  14  offices  to  help  sell  a  new  pack¬ 
age  called  Print  Plus.  “Combining  print 


ads  and  the  Internet  has  only  worked  in 
classifieds  so  far,”  says  Dave  Morgan, 
president  of  Real  Media.  “Yet  nothing 
drives  Internet  traffic  more  than  print 
exposure.”  The  Print  Plus  program  will 
encourage  advertisers  to  purchase  combi¬ 
nations  of  print  newspaper  and  magazine 
advertising  with  online  ads.  Morgan  envi¬ 
sions  advertiser-sponsored  sections  of 
online  newspapers  with  links  to  advertis¬ 
er  mini-sites.  He  says  traffic  can  be  driven 
to  these  sections  through  print  advertising 
in  the  local  markets. 

The  P/G  reps  will  also  be  able,  for  the 
first  time,  to  sell  online-only  packages. 
Morgan  points  out  that  many  Web-based 
advertisers  don’t  consider  print  advertis¬ 
ing  until  online  sales  reps  broach  the  sub¬ 
ject.  “Intel  didn’t  buy  New  York  Times 
print  ads  until  after  they  developed  a  rela¬ 
tionship  with  Net  advertising  salespeo¬ 
ple,”  he  .says. 

Silvana  Imperiali,  marketing  director 
of  Publicitas/Globe,  says  her  market  is 
now  ripe  for  Web  advertising.  “The  com¬ 
bined  power  of  newspapers  and  maga¬ 
zines  with  their  Web  sites  is  a  great  media 
solution,”  she  says. 

Beside  its  ad  network.  Real  Media  sells 
its  Open  AdStream  software,  an  ad-serv¬ 
ing  package  that  manages,  tracks,  and 
reports  on  online  ad  inventory.  Hi 
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Desperately  seeking  geeks 
and  hucksters  for  Web  ventures 

Investments  in  Web  publishing  drive  demand  to  technical  and  sales  people 


by  Martha  L.  Stone 

Journalists  with  strong  Internet  skills 
know  they  are  more  in  demand  — 
and  command  higher  salaries  — 
than  their  ink-stained  colleagues.  But 
online  news  execs  say  the  burgeoning 
Internet  publishing  business  also  has  cre¬ 
ated  even  stronger  demand  for  online  sales 
and  technical  people. 

“The  low-unemployment  economy  has 
made  it  difficult  to  recruit  and  retain 
staff,”  says  Lorraine  Cichowski,  vice 
president  and  general  manager  of  USA 
Today  Online.  “The  technology  and  busi¬ 
ness  sides  are  very  much  in  demand  and 
high-priced.” 

The  demand  has  also  set  in  motion  a 
fierce  competition  for  skilled  online 
managers. 

“All  of  my  top  managers  are  being 
recruited  heavily  in  editorial,  tech  and 
advertising,”  Cichowski  says. 

Other  Web  site  managers  agree  about 
the  unrelenting  competition. 

“It’s  not  that  hard  to  staff  the  editorial 
department.”  says  Owen  Youngman, 
director  of  interactive  media  for  the 
Chicago  Tribune.  “But  it’s  hard  to  staff 
advertising  sales  and  technology.  It’s  a 
very  competitive  market.” 

Many  news  sites  have  used  their  own 
sites  to  recruit  in-demand  workers.  USA 
Today  and  others  link  from  their  home 
page  to  job  postings  inside  for  UNIX  pro¬ 


grammers,  advertising  account  executives 
and  marketing  positions. 

Y2K  DRIVES  TECHIE  DEMAND 

While  it’s  difficult  to  find  good  Web 
technicians,  the  computer-crippling  Y2K 
crisis  has  made  the  task  doubly  difficult. 

“We’re  willing  to  pay  for  tech  people 
but  can’t  find  them,”  Youngman  .says.  “The 
unemployment  rate  in  high  tech  is  infini¬ 
tesimally  small.  It  will  be  hard  to  fill  these 
jobs  for  the  next  18-36  months  because 
Y2K  problems  will  be  here  still. 

“Unemployment  is  at  a  28-year  low  and 
even  smaller  in  high  tech.”  says  Youngman. 

Scores  of  Web-based  companies  in  the 
marketplace  are  upping  the  antes  for 
salaries  and  benefits. 

Both  savvy  salespeople  and  techies  are 
offered  stock  options  and  other  perks  that 
new.spapers  find  difficult  to  compete  with. 

“The  tech  people  are  at  a  premium.”  says 
Susan  Memit.  editorial  director  of  New  Jer¬ 
sey  Online.  “Be¬ 
cause  we  are 
right  across  the 
river  from  New 
York,  it’s  tough 
because  (other 
companies)  can 
offer  stock  op¬ 
tions.  But,  they 
can  do  a  lot  of 
interesting  work 
here.  We  look  for 
people  who  care 
about  that.” 

Techies  have 
several  responsi¬ 
bilities  at  news 
sites,  including 
writing  CGI 
scripts,  databa.se 
and  .scripting 
programs  to  put 
up  new  content, 
repurpose  script¬ 
ing,  and  maintain 
servers  and  site 


“Technology 
people  can 
do  a  lot  of 
interesting 
work  here. 
We  look  for 
people  who 
care  about 
that.” 

Susan  Mernit 
New  Jersey  Online 


“The 

technology 
and  business 
sides  are 
very  much 
in  demand 
and  high- 
priced.” 

Lorraine  Cichowski 
USA  Today  Online 


ness.”  Brown  says. 


infrastructure. 

“The  available 
talent  is  limited 
here  in  the  tech 
area.  That  will  al¬ 
ways  be  a  tough 
area,”  Cichowski 
says.  “But  I  still 
have  UNIX  pro¬ 
grammers  from 
the  day  we 
launched.” 

MSNBC’s  ed¬ 
itor  in  chief  Mer¬ 
rill  Brown  looks 
for  techies  who 
are  “personally 
and  intellectually 
engaged”  in  the 
media  business. 

“It’s  good  that 
they  actually  un¬ 
derstand  the  com¬ 
petitive  pressures 
and  speed  that 
are  important  in 
the  news  busi- 


MANTRA;  LET’S  MAKE  A  DEAL 

“It’s  the  year  of  revenue  on  the  Internet. 
There  are  hundreds  if  not  thousands  trying 
to  sell  advertising  on  the  Web,  and  there’s 
a  limited  number  who  have  experience,” 
Youngman  says. 

As  part  of  the  competition  for  good 
salespeople,  some  companies  are  offering 
.stock  options  as  part  of  their  benefits 
packages,  but  newspapers  have  not  been 
the  ones  that  offer  stock  options. 

“Salespeople  are  risk  takers;  they  are 
willing  to  go  out  there  and  grab  all  they 
can,”  Youngman  says,  referring  to  the 
sometimes  fearless  way  they  will  accept 
job  offers  from  startups  with  attractive 
benefits. 

“Established  companies  may  not  be  as 
attractive  as  new  ones,  as  the  whole 
workplace  paradigm  shifts,”  Youngman 
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says.  “People  in  general  don’t  get  into 
this  for  30  years.” 

EDITORIAL  JOBS  EASY 

While  the  Internet  is  a  multifaceted 
publishing  tool,  the  best  writers,  editors 
and  multimedia  gurus  for  online  news 
should  be  good  journalists  first,  then 
engaged  in  the  Internet  and  flexible 
enough  to  switch  gears  every  time  a  story 
breaks,  editors  say. 

“Being  engaged  with  the  medium  intel¬ 
lectually  is  the  first  bar,”  Brown  says, 
“then  people  who  think  fast  and  are  savvy 
in  taking  on  new  challenges.  It’s  helpful  if 
they  have  done  a  lot  in  their  career.” 

Brown  says  .some  of  his  best  editorial 
workers  come  from  print,  TV  and  the  wire 
services  because  they  are  nimble,  can 
move  from  subject  to  subject,  and  have 
good  writing  skills. 

“We  found  that  people  who  come  from  a 
newspaper  back¬ 
ground  are  in¬ 
creasingly  good 
hires  for  us. 

Some  of  the  most 
savvy  people 
came  from  new 
media  back¬ 
grounds,  but  we 
found  that  people 
who  have  the  dis¬ 
cipline  and  tum- 
on-a-dime  skills 
make  a  very  good 
transition  to  the 
Web,  especially  if 
they  are  creative,” 

Mem  it  says. 

“Flexibility  is 
really  key,”  .says 
Youngman.  “We 
can’t  promise  that 
what  I  hired  you 
for  is  what  I  need 
you  for  four 
weeks  from  now.” 

“Second  thing 
that  I  demand  of 
reporters  and  edi¬ 
tors  is  openness, 

to  accept  the  fact  that  readers  have  ideas 
worth  considering.  We’re  in  one-to-one 
contact  with  our  audience  every  day.  It’s 
gotta  be  tmly  two-way,”  Youngman  says. 

“We  look  for  good  Journalists,  first 
and  foremost,  with  some  experience 
with  the  Internet,  either  as  avid  users  or 
practical  experience,”  says  Katherine 
Dillon,  vice  president  and  general  man¬ 


“Flexibility  is 
really  key. 
We  can’t 
promise  that 
what  I  hired 
you  for  is 
what  I  need 
you  for  four 
weeks  from 
now.” 

Owen  Youngman 
Chicago  Tribune 


ager  of  ABCNews.com.  “We  also  look 
for  some  experience  in  multimedia  and 
for  good  writers.” 

Brown  cites  an  example  of  an  MSNBC 
reporter  who  was  a  writer  for  a  Far  East 
publication,  an  NPR  reporter  and  a  photog¬ 
rapher.  She  was  sent  to  Asia  to  cover  stories 
and  capture  digital  images  and  sound. 

“In  terms  of  reporting,  it’s  about  being 
fast  and  thinking  through  stories  in  many 


ways,  like,  ‘How  do  we 
use  text  and  multime¬ 
dia?’  ”  Brown  says. 

As  for  editors,  they  are  all  about  speed 
and  understanding  the  technology  at 
MSNBC,  Brown  says.  “The  Internet  is  a 
fairly  complicated  publishing  tool.  Print 
people  are  faster  and  better  at  putting 
together  packages,  heads  and  decks.  TV 
people  don’t  think  the  same  way.” 


Investor’s  Business  DaUy 

For  People  Who  Choose  To  Succeed 

Investor's  Business  Daily,  America's  fastest  growing  business  newspaper 
currently  has  several  positions  open  in  our  Circulation  Department. 

CIRCULATION/SALES  SUPERVISOR 
Seattle,  WA,  So.  Florida,  San  Francisco,  CA  & 
Raleigh-Durham,  SC 

Ideal  candidate  will  be  sales  oriented,  assertive,  possess  superior  verbal  and 
written  communication  skills  and  have  the  ability  to  increase  circulation  in  all 
areas.  Computer  skills  and  outgoing  personality  a  must.  Some  travel  required. 
These  positions  require  regular  contact  with  potential  and  current  subscribers, 
distributors,  and  wholesalers.  Minimum  four  years  college  degree  required  and 
relevant  experience  preferred.  Full  benefits,  bonus  plan  plus  401  (k).  Salary 
dependent  on  experience. 

(PRODUCTION  SUPERVISOR 
P  Chicago,  IL  &  Richmond,  VA 

^  Seeking  full  time  production  supervisor  for  the  Chicago,  IL  and  Richmond,  VA 
printing  facilities.  A  four  year  college  degree  is  required  for  the  positions. 
Production  experience  is  preferred,  but  not  required.  Computer  literacy  in 
Windows  applications  a  must.  The  right  candidates  must  be  well  organized,  self 
motivated,  possess  initiative,  and  be  a  team  player.  Duties  include,  but  are  not 
limited  to:  Supervising  the  nightly  press  run,  mailroom  operation,  monitoring 
satellite  transmissions,  quality  control,  scheduling  part-time  employees,  dis¬ 
patching  transportation,  and  various  computer  related  tasks  in  preparation  for 
r  the  nightly  press  run.  Hours:  M  -  F  1 2  p.m.  -  9  p.m.  A  competitive  starting  salary 
based  on  qualifications  and  experience  plus  full  benefits. 

CIRCULATION  COORDINATOR 
Walnut  Creek,  CA  &  Chicago,  IL 

Seeking  self  starter  for  the  position  of  daytime  circulation  coordinator. 
Responsibilities  will  include  the  daily  maintenance  of  our  regional  office  in  Walnut 
Creek,  CA.  Candidate  will  oversee  customer  service,  office  management  and 
assist  the  regional  manager.  A  four  year  college  degree  is  required  for  the  posi¬ 
tion.  Candidate  must  be  organized,  able  to  work  independently  and  possess 
effective  written  and  verbal  communication  skills.  Computer  literacy  in  Windows 
applications  and  the  ability  to  handle  multiple  tasks  a  must.  Excellent  opportu¬ 
nity  for  advancement.  A  competitive  starting  salary  based  on  qualifications  and 
experience  plus  full  benefits. 

Interested  applicants  should  send  resume,  cover  letter  and  salary  history  to: 

Emily  Evans,  Circulation  Department 
Investor’s  Business  Daily 
12655  Beatrice  Street,  Los  Angeles,  CA  90066 
or  Fax  (310)  577-7356 
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CHICAGO  SUN-TIMES 

The  eighth  largest  newspaper  in  the  country 
is  enlarging  its  sales  force 

DIRECTOR  OF  SALES 

This  is  an  innovative,  newly  created  position  reporting  to  the  Advertising  Director. 
You  will  be  responsible  for  call  center  management  in  support  of  our  telemarket¬ 
ing  sales  efforts  for  both  our  Classified  product  and  General  Display  Advertising. 

In  addition  to  overseeing  a  large  telemarketing  staff  with  some  outside  sales  devel¬ 
opment  teams  comprised  of  at  least  two  managers  and/or  supervisors,  you  will  be 
key  in  product  development  encompassing  inside  and  outside  sales  efforts,  devel¬ 
oping  Classified  and  new  categories,  and  supporting  and  developing  new  busi¬ 
ness  and  marketing  plans.  Day-to-day  responsibilities  include  directing  sales 
groups,  implementing  training  and  motivational  programs,  revenue  and  expense 
budgeting  and  financial  forecasting  to  meeting  departmental  revenue  goals. 

Qualified  candidate  will  have  strong  call  center  management  experience  with  some 
outside  sales/management  experience.  Computer  skills  as  well  as  motivational, 
analytical  and  leadership  skills  are  mandatory. 

SENIOR  LEVEL  ACCOUNT  MANAGERS 

You  will  be  responsible  for  maximizing  and  growing  revenues  from  our  key  adver¬ 
tisers  as  well  as  developing  new  business  opportunities. 

The  outstanding  candidates  will  demonstrate  a  successful  track  record  in  com¬ 
petitive  media  sales,  extensive  marketing  knowledge  and  superlative  communi¬ 
cation  skills  including  developing  and  delivering  formal  advertising/marketing  pre¬ 
sentations  that  meet  customer  and  newspaper  needs.  The  ability  to  work  with 
research  data  and  retail  sales  potential  is  required.  Air  travel  and  overnight  stays 
will  be  required  as  many  decision  makers  are  outside  of  the  Chicagoland  market¬ 
place. 

SALES  MANAGERS 


Innovative,  success-oriented  individuals  will  be  responsible  for  training  and  devel¬ 
oping  our  sales  teams  and  implementing  aggressive  initiatives  to  produce  top-line 
revenues  and  marketshare.  Further  responsibilities  include  developing  revenue 
and  expense  budgets,  forecasting,  strategic  planning,  as  well  as  implementing 
sales  programs. 

Qualified  candidates  must  be  able  to  demonstrate  the  ability  to  coach  and  teach 
salespeople  and  develop  and  implement  revenue  producing  business  plans.  The 
ability  to  work  with  research  data  and  retail  sales  is  required.  Strong  communica¬ 
tion  skills  are  essential.  Some  travel  may  be  necessary.  Newspaper  sales  experi¬ 
ence  and  supervisory  or  management  experience  is  preferred.  Will  consider  can¬ 
didates  with  appropriate  management  experience  from  ad  agencies  on  the  account 
side  and  sales  managers  from  trade  and  consumer  magazines. 

The  Sun-Times  offers  competitive  salaries  and  bonuses,  excellent 
benefits  and  an  environment  that  encourages  vision  and  rewards 
initiative.  If  you're  looking  for  a  great  career  opportunity  to  be  with 
the  eighth  largest  newspaper  in  the  United  States  and  part  of  Hollinger 
International,  one  of  the  fastest  growing  newspaper  companies  in 
North  America,  send  your  cover  letter  and  resume  to: 

Mike  Beatty 
Advertising  Director 

Chicago  Sun-Times 

401  North  Wabash,  Ste.  212 
Chicago,  IL  60611 

NO  PHONE  CALLS,  PLEASE  EOE 


EWT 

? 

As  on-the-job  experi¬ 
ence  levels  rise  and  as 
Journalism  schools  chum 
out  students  with  new  media  experience, 
the  quality  of  Job  applicants  increases,  edi¬ 
tors  say. 

"One  thing  that  is  terrific  is  that  we’re 
seeing  much  higher  quality  applicants 
come  out  of  schools,”  Youngman  says. 
“We  get  applications  from  high-ranking 
students  and  have  a  staff  full  of  people 
with  master’s  and  M.B.A.s,  eager  to  get 
involved  in  interactive  news.” 


Stone  teaches  new  media  at 
Roosevelt  University  in  Chicago  and 
writes  about  online  news. 

Moon  rises  over 
Gannett  unit 

Craig  A.  Moon,  president  and  publisher 
of  The  Tennessean  in  Nashville  and  a  vet¬ 
eran  Gannett  Co.  executive,  takes  the 
additional  title  of  president  of  Gannett’s 
Piedmont  newspaper  group  following  the 
retirement  of  William  deB.  "Bern” 
Mebane,  50. 

Moon  has  won  Gannett’s  President’s 
Ring  award  eight  times  and  was  at  various 
times  named  ad  executive,  publisher,  and 
manager  of  the  year.  He  Joined  Gannett  in 
1985  and  headed  papers  in  Cincinnati, 
Little  Rock,  and  Fort  Myers,  Fla. 

Gannett’s  Piedmont  papers  are  located  in 
Alabama.  Tennessee,  North  Carolina,  Ohio, 
South  Carolina,  Virginia,  and  West  Virginia. 

Mebane,  who  was  president  of 
Multimedia  Inc.  when  Gannett  acquired  it 
in  1995,  announced  his  retirement  Jan.  14. 

Gannett  named  Steven  R.  Brandt,  for¬ 
merly  president  and  publisher  of  the 
Rochester  (N.Y.)  Democrat  and  Chron¬ 
icle,  to  succeed  Mebane  as  president  and 
publisher  of  The  Greenville  (S.C.)  News. 
Brandt  Joined  Multimedia  in  1978  and 
was  publisher  of  the  News  for  four  years 
ending  in  1997. 

Applauding  Mebane ’s  contributions, 
Gary  Watson,  president  of  Gannett’s 
newspaper  division,  says,  “Due  in  large 
part  to  his  efforts,  the  transition  from 
Multimedia  to  Gannett  has  gone  as 
smoothly  as  possible.” 

In  upstate  New  York,  David  L.  Hunke, 
former  vice  president/marketing  at  The 
Cincinnati  Enquirer  and  Cincinnati  Post, 
steps  up  to  replace  Brandt  as  president 
and  publisher  of  the  Democrat  and 
Chronicle. 
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•  US  daily  newspaper  classifieds  brought  in  $17  billion  in  revenue  in  1997 

•  Classifieds  account  for  35  -  40  percent  of  the  total  revenue  of  the 
average  daily  newspaper 

•  1,982  daily  newspapers  in  the  United  States  are  known  to  have  URLs, 
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•  1,281  other  daily  newspapers,  worldwide,  can  also  be  found  on  the  Web 
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Yahoo!  and  Classifieds  2000?  In  fact,  classifieds  have  never  been  more  classy, 
now  that  the  competition  has  upgraded  their  status  to  “contenf .  Content  that  is 
driving  down  your  prices  and  chipping  away  at  your  market  and  your  most  prof¬ 
itable  source  of  business. 


CE 


Classified  advertising  professionals  are  passionate  about  their  product.  But  are 
their  days  numbered?  Are  yours?  Are  you  being  squeezed  out  as  the  middle¬ 
man?  Or  have  you  figured  out  how  to  make  money  -  lots  of  it  -  by  expanding 
your  classifieds  franchise  via  your  newspaper’s  Web  site? 

Have  you  begun  to  wonder  exactly  what  it  is  that  these  classified  advertisers 
want  and  expect?  And  whether  or  not  you  can  deliver?  And  if  it's  worth  it? 

If  you  could  find  some  answers  to  these  and  other  questions  about  classifieds 
online  by  hopping  onto  the  next  plane,  would  you?  Then  do  it. 

Just  make  sure  it  is  headed  to  Atlanta,  GA.  That  the  time  is  right:  February  17th 
to  the  20th.  And  that  your  destination  is  Interactive  Newspapers  '99. 

Begin  your  search  for  this  Holy  Grail  at  Editor  &  Publisher's  Web  site  - 
www.mediainfo.com.  Register  online  or  by  phone,  212-675-4380,  ext.  285. 
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‘Dilbert’:  Screen  saver  for 
a  struggling  TV  network? 


Scott  Adams’  superstar 
strip  spawns  animated 
UPN  series  slated 
to  launch  Jan.  25 

by  David  Astor 

A  year  of  70-hour  workweeks  will 
culminate  in  30  minutes  of  Dilbert 
on  Jan.  25. 

That’s  when  the  animated  UPN  series 
based  on  Scott  Adams’  blockbuster  comic 
makes  its  debut. 

‘i’m  excited,”  says  the  cartoonist. 
“How  often  do  you  get  to  have  a  show  on 
television?” 

But  it  wasn’t  easy  moving  “Dilbert” 
from  newspapers  to  TV.  Co-executive  pro¬ 
ducer  Adams  was  involved  in  everything 
from  picking  voices  to  writing  and  rewrit¬ 
ing  the  first  13  episodes. 

Adams,  of  course,  didn’t  do  it  alone.  He 


worked  with  seven  other  writ¬ 
ers,  including  Dilbert  execu¬ 
tive  producer  Larry  Charles, 
an  Emmy  Award  winner  for 
his  work  on  Seinfeld.  About 
100  others  were  also  involved 
in  the  weekly  program,  which 
is  .scheduled  to  air  Mondays  at 
8  p.m.  EST. 

Dilbert  is  voiced  by  Daniel 
Stern,  best  known  for  acting 
in  the  Home  Alone  movies 
and  narrating  TV’s  The  Won¬ 
der  Years. 

Adams,  4 1 ,  says  he  was  im¬ 
pressed  with  the  depth  Stem 
brought  to  a  “fairly  nonemo- 
tive”  character.  “He  made  Dil¬ 
bert  sound  human  and  sympa¬ 
thetic,”  the  cartoonist  notes.  “A 
lot  of  bad  stuff  is  going  to  hap¬ 
pen  to  him,  so  you  want  to  care 
about  him.” 

Adams  adds  that  he’s 


Scott  Adams  will  soon  be  surrounded  by  reviews  of 
his  new  show. 


From  funny  page  to  TV-land  stage 


When  syndicated  newspaper  comics 
get  hot,  TV  producers  often  bum  a 
path  to  them.  Here’s  a  small  sampling  of 
shows  spawned  by  strips: 

•  Barney  Google  (1963):  Based  on  the 
“Barney  Google  and  Snuffy  Smith” 
comic  now  done  by  Fred  Lasswell  of 
King  Features  Syndicate.  Backwoods 
show  quickly  landed  on  back  burner. 

•  Beakman’s  World  (1992-98):  Spawned 
by  “You  Can  With  Beakman  and  Jax,” 
the  science-for-kids  cartoon  by  Jok 
(Thurch  of  Universal  Press  Syndicate. 

•  Blondie  (1957,  1968-69):  Two  shows 
based  on  Chic  Young’s  King  strip 
crashed  like  Dagwood  running  into 
the  mailman. 

•  The  Charlie  Brown  and  Snoopy  Show 
(1983-86):  CBS  Saturday  morning 


series  featured  Charles  Schulz’s  United 
Media  characters.  CBS  also  aired  This 
is  America,  Charlie  Brown  (1988-90). 

•  Dennis  the  Menace  (1959-63):  CBS 
live-action  series  starred  Jay  North  as 
the  mischievous  minor  created  by  Hank 
Ketcham. 

•  Dick  Tracy  (1950-51):  Starred  Ralph 
Byrd,  whose  1952  death  ended  the 
series.  Byrd  earlier  did  films  based  on 
Chester  Gould’s  comic,  still  syndicated 
by  Tribune  Media  Services  (TMS). 

•  Garfield  and  Friends  (1988-95): 
Lasagna-loving  cat  lumbered  into 
CBS’s  Saturday  morning  lineup  while 
“Garfield”  creator  Jim  Davis  was  with 
United.  He  later  moved  to  Universal. 

•  Gr/ffimy  (1991-93):  Featured  the  mad¬ 
cap  mutt  from  “Mother  Goose  & 


Grimm”  by  Mike  Peters  of  TMS. 

•  Hazel  (1961-66):  Shirley  Booth 
“maid”  her  TV  mark  in  show  based  on 
the  Ted  Key  cartoon  still  with  King. 

•  Heathclijf  and  Marmaduke  (1981  -82): 
Briefly  “reigned”  cats  and  dogs  in 
ABC’s  kid-show  schedule.  “Heathcliff” 
is  still  done  by  George  Gately  of 
Creators  Syndicate  and  “Marmaduke” 
by  Brad  Anderson  of  United. 

•  Spider-Man  (1995 -present):  Fox 
Saturday  morning  show  spawned  by 
Stan  Lee’s  comic  books  and  King  strip. 

•  Steve  Canyon  (1958-59):  NBC  put 
Milt  Caniff ’s  Air  Force  pilot  on  the  air. 

•  Terry  and  the  Pirates  (1952):  Also 
spawned  by  a  Caniff-created  strip. 

—  David  Astor 

Source:  Tttutl  Ttlesnsion  Alex  McN^  (Penguin  Books) 
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Dave  Marsh 


Ellen  Sweets 


Kathy  Ivens 


“delighted”  with  the  rest  of  the  cast, 
including  Chris  Elliott  as  Dogbert  and 
Kathy  Griffin  as  Alice. 

“Chris  has  that  great  quality  of  auto¬ 
matic  sarcasm  in  his  voice,”  says  the 
United  Media  cartoonist.  “He  would 
sound  like  he’s  yanking  your  chain  just 
reading  a  phone  book.” 

And  Griffin?  “We  wanted  someone  to 
sound  optimistically  assertive  despite 
being  surrounded  by  guys,  engineers  and 
morons.  She  nailed  it.” 

But  will  the  upcoming  series  nail  good 
ratings?  Adams  is  aware  that  most  new 
shows  fail  but  thinks  Dilbert  has  a  good 
shot  at  success. 

UPN  can  certainly  use  a  hit.  It’s  doing 
fairly  well  with  Star  Trek:  Voyager  but 
doesn’t  have  the  overall  ratings  of  CBS, 
ABC,  NBC,  Fox  or  even  WB. 

Adams  says  every  major  network 
expressed  some  interest  in  a  Dilbert  show, 
and  there  was  even  a  live-action  pilot  shot 
for  Fox  before  UPN  got  involved.  But 
Adams  says  animation  makes  it  easier  to 
control  the  final  product  and  allows  char¬ 
acters  to  “violate  physics.” 

Why  UPN?  Adams  says  the  United 
Paramount  Network  is  a  “scrappy  under¬ 
dog”  that  was  willing  to  allow  a  lot  of  cre¬ 
ative  freedom. 

If  the  show  catches  on,  Adams  sees  a 
possible  Dilbert  movie  and  maybe  a  10% 
jump  in  newspaper  clients.  His  comic, 
which  entered  syndication  in  1989,  is  cur¬ 
rently  carried  by  over  1,900  papers  in  57 
countries. 

A  United  Media  spokesperson  says  she 
expects  many  papers  to  publish  stories 
about  the  new  TV  series  and  at  least  some 
of  them  to  conduct  promotions  —  possi¬ 
bly  tied  to  local  UPN  affiliates. 

A  UPN  spokesperson  could  not  be 
reached  for  comment.  H 


ExSfP  BRIEFS 


New  Y2K  bureau 

American  News  Service  has  launched  a 
Y2K  bureau  to  report  on  how  people,  com¬ 
munities  and  businesses  are  responding  to 
the  year  2000  computer  problem.  ANS 
(800-654-NEWS)  is  also  offering  more 
graphics  and  photos  with  its  stories. 

Popeye  will  wed 

Popeye  and  Olive  Oyl  are  marrying 
after  70  years  in  a  February  comic  book 
approved  by  King  Features  Syndicate. 


Cubicle  comic  grows 
into  conglomerate 


A  television  series  | 
is  the  latest  in  a  | 
decade  of  “Dilbert”  | 
developments.  Here’s  j 
a  jokes-to-juggemaut  I 
time  line: 

1989  United  Media  i 
launches  “Dilbert”  in  { 

50  newspapers. 

1992  After  more 
than  three  years,  the 
comic  has  only  150 
papers. 

1993  Scott  Adams 
starts  a  trend  by  put¬ 
ting  an  e-mail  address 
in  his  strip.  By  year’s 
end,  a  flood  of  messages  from  readers 
prompts  Adams  to  make  “Dilbert” 
more  business-oriented  and  helps  add 
100  papers. 

1994  Client  list  hits  400. 

1995  United  launches  a  Web  site 
with  a  big  “Dilbert”  area.  At  year’s 
end,  many  newspapers  replace  the 
retiring  “Calvin  and  Hobbes”  with 
“Dilbert,”  helping  to  double  its  client 
list  to  800  papers. 

1996  Adams  hits  1,000  papers,  and 
his  first  hardcover  book.  The  Dilbert 
Principle,  becomes  a  number-one  best 


Dilbert  and  Dogbert  try 
the  tube  after  almost 
10  years  in  newspaper 
comic  pages. 


D/LBElCr  C  Vmted  Featurr  Syndicate,  Inc. 

seller.  People  magazine  names  Dilbert 
to  its  list  of  the  25  “most  intriguing 
people”  of  the  year. 

1997  Office  Dej)ot  debuts  a  $30- 
million  “Dilbert”  TV  ad  campaign. 

1998  Adams  wins  the  National 
Cartoonists  Society’s  Reuben  Award 
as  best  cartoonist  of  the  year.  Ben  & 
Jerry’s  launches  a  “Dilbert”  ice  cream. 
“Dilbert”  tops  1,900  newspapers, 
making  it  the  fifth  most  widely 
syndicated  comic  behind  “Peanuts,” 
“Garfield,”  “Blondie”  and  “For  Better 
or  For  Worse.”  —  David  Astor 
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‘Dilbert’:  Screen  saver  for 
a  struggling  TV  network? 


Scott  Adams’  superstar 
strip  spawns  animated 
UPN  series  slated 
to  launch  Jan.  25 

by  David  Astor 

A  year  of  7()-hour  workweeks  w  ill 
culminate  in  30  minutes  o\'  Oil hert 
on  Jan.  25. 

That's  when  the  animated  UPN  series 
based  on  Scott  Adams'  blockbuster  comic 
makes  its  debut. 

"I'm  excited.”  says  the  cartoonist. 
"How  often  do  you  get  to  have  a  show  on 
television?” 

But  it  wasn't  easy  moving  "Dilbert” 
from  newspapers  to  TV.  Co-executive  pro¬ 
ducer  Adams  was  involved  in  everything 
from  picking  voices  to  writing  and  rewrit¬ 
ing  the  first  1 3  episodes. 

Adams,  of  course,  didn't  do  it  alone.  He 


worked  with  seven  other  writ¬ 
ers.  including  Dilhert  execu¬ 
tive  producer  Larry  Charles, 
an  Emmy  Award  winner  for 
his  work  on  Seinfeld.  About 
100  others  were  also  involved 
in  the  weekly  program,  which 
is  scheduled  to  air  Mondays  at 
X  p.m.  EST. 

Dilbert  is  voiced  by  Daniel 
Stern,  best  known  for  acting 
in  the  Home  Alone  movies 
and  narrating  TV's  The  Won¬ 
der  Years. 

Adams.  4 1 .  says  he  was  im¬ 
pressed  with  the  depth  Stern 
brought  to  a  "fairly  nonemo- 
tive”  character.  "He  made  Dil¬ 
bert  sound  human  and  sympa¬ 
thetic.”  the  cartoonist  notes.  "A 
lot  of  bad  stuff  is  going  to  hap¬ 
pen  to  him.  so  you  want  to  care 
about  him.” 

Adams  adds  that  he's 


From  funny  page  to  TV-land  stage 


When  syndicated  newspaper  comics 
get  hot,  TV  producers  often  bum  a 
path  to  them.  Here’s  a  small  sampling  of 
shows  spawned  by  strips: 

•  Barney  Google  (1963):  Based  on  the 
“Barney  Google  and  Snuffy  Smith” 
comic  now  done  by  Fred  Lasswell  of 
King  Features  Syndicate.  Backwoods 
show  quickly  landed  on  back  burner. 

•  Beakman’s  WorW  (1992-98):  Spawned 
by  “You  Can  With  Beakman  and  Jax,” 
the  science-for-kids  cartoon  by  Jok 
Church  of  Universal  Press  Syndicate. 

•  Blondie  (1957,  1968-69):  Two  shows 
based  on  Chic  Young’s  King  strip 
crashed  like  Dagwood  running  into 
the  mailman. 

•  The  Charlie  Brown  and  Snoopy  Show 
(1983-86):  CBS  Saturday  morning 


series  featured  Charles  Schulz’s  United 
Media  characters.  CBS  also  aired  This 
is  Ameriea,  Charlie  Brown  (1988-90). 

•  Dennis  the  Menace  (1959-63):  CBS 
live-action  series  starred  Jay  North  as 
the  mischievous  minor  created  by  Hank 
Ketcham. 

•  Dick  Tracy  (1950-51):  Starred  Ralph 
Byrd,  whose  1952  death  ended  the 
series.  Byrd  earlier  did  films  based  on 
Chester  Gould’s  comic,  still  syndicated 
by  Tribune  Media  Services  (TMS). 

•  Garfield  and  Friends  (1988-95): 
Lasagna-loving  cat  lumbered  into 
CBS’s  Saturday  morning  lineup  while 
"Garfield”  creator  Jim  Davis  was  with 
United.  He  later  moved  to  Universal. 

•  Grimmy  (1991-93):  Featured  the  mad¬ 
cap  mutt  from  “Mother  Goose  & 


Grimm”  by  Mike  Peters  of  TMS. 

•  Hazel  (1961-66):  Shirley  Booth 
“maid”  her  TV  mark  in  show  based  on 
the  Ted  Key  cartoon  still  with  King. 

•  Heathcliff  and  Marmaduke  (1981  -82): 
Briefly  “reigned”  cats  and  dogs  in 
ABC’s  kid-show  schedule.  “Heathcliff” 
is  still  done  by  George  Gately  of 
Creators  Syndicate  and  “Marmaduke” 
by  Brad  Anderson  of  United. 

•  Spider-Man  (1995-present):  Fox 
Saturday  morning  show  spawned  by 
Stan  Lee’s  comic  books  and  King  strip. 

•  Steve  Canyon  (1958-59):  NBC  put 
Milt  Caniff’s  Air  Force  pilot  on  the  air. 

•  Terry  and  the  Pirates  (1952):  Also 
spawned  by  a  Caniff-created  strip. 

—  David  Astor 

StMircc:  Total  Television  by  Alex  McNeil  (Penguin  B<x>ks) 


Scott  Adams  will  soon  be  surrounded  by  reviews  of 
his  new  show. 
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“delighted”  with  the  rest  of  the  cast, 
including  Chris  Elliott  as  Dogbert  and 
Kathy  Griffin  as  Alice. 

“Chris  has  that  great  quality  of  auto¬ 
matic  sarcasm  in  his  voice,”  says  the 
United  Media  cartoonist.  “He  would 
sound  like  he's  yanking  your  chain  just 
reading  a  phone  book.” 

And  Griffin?  “We  wanted  someone  to 
sound  optimistically  assertive  despite 
being  surrounded  by  guys,  engineers  and 
morons.  She  nailed  it.” 

But  will  the  upcoming  series  nail  good 
ratings?  Adams  is  aware  that  most  new 
shows  fail  but  thinks  Dilhert  has  a  good 
shot  at  success. 

UPN  can  certainly  use  a  hit.  It's  doing 
fairly  well  with  Star  Trek:  Voyager  but 
doesn't  have  the  overall  ratings  of  CBS, 
ABC,  NBC,  Fox  or  even  WB. 

Adams  says  every  major  network 
expressed  some  interest  in  a  Dilhert  show, 
and  there  was  even  a  live-action  pilot  shot 
for  Fox  before  UPN  got  involved.  But 
Adams  says  animation  makes  it  easier  to 
control  the  final  product  and  allows  char¬ 
acters  to  "violate  physics.” 

Why  UPN?  Adams  says  the  United 
Paramount  Network  is  a  “scrappy  under¬ 
dog”  that  was  willing  to  allow  a  lot  of  cre¬ 
ative  freedom. 

If  the  show  catches  on,  Adams  sees  a 
possible  Dilhert  movie  and  maybe  a  10% 
jump  in  newspaper  clients.  His  comic, 
which  entered  syndication  in  1989,  is  cur¬ 
rently  carried  by  over  1,9(X)  papers  in  57 
countries. 

A  United  Media  spokesperson  says  she 
expects  many  papers  to  publish  stories 
about  the  new  TV  series  and  at  least  some 
of  them  to  conduct  promotions  —  possi¬ 
bly  tied  to  local  UPN  affiliates. 

A  UPN  spokesperson  could  not  be 
reached  for  comment.  Ml 


ExSfP  BRIEFS 


New  Y2K  bureau 

American  News  Service  has  launched  a 
Y2K  bureau  to  report  on  how  people,  com¬ 
munities  and  businesses  are  responding  to 
the  year  2(XX)  computer  problem.  ANS 
(8(X)-654-NEWS)  is  also  offering  more 
graphics  and  photos  with  its  stories. 

Popeye  will  wed 

Popeye  and  Olive  Oyl  are  marrying 
after  70  years  in  a  February  comic  book 
approved  by  King  Features  Syndicate. 


Cubicle  comic  grows 
into  conglomerate 

A  television  series 
is  the  latest  in  a 
decade  of  “Dilbert” 
developments.  Here’s 
a  jokes-to-juggemaut 
time  line: 

1989  United  Media 
launches  “Dilbert”  in 
50  newspapers. 

1 992  After  more 
than  three  years,  the 
comic  has  only  150 
papers. 

1993  Scott  Adams 
starts  a  trend  by  put¬ 
ting  an  e-mail  address 
in  his  strip.  By  year’s 
end,  a  flood  of  messages  from  readers  seller.  People  magazine  names  Dilbert 
prompts  Adams  to  make  “Dilbert”  to  its  list  of  the  25  “most  intriguing 
more  business-oriented  and  helps  add  people”  of  the  year. 

100  papers.  1997  Office  Depot  debuts  a  $30- 

1994  Client  list  hits  400.  million  “Dilbert”  TV  ad  campaign. 

1995  United  launches  a  Web  site  1998  Adams  wins  the  National 
with  a  big  “Dilbert”  area.  At  year’s  Cartoonists  Society’s  Reuben  Award 
end,  many  newspapers  replace  the  as  best  cartoonist  of  the  year.  Ben  & 
retiring  “Calvin  and  Hobbes”  with  Jerry’s  launches  a  “Dilbert”  ice  cream. 
“Dilbert,”  helping  to  double  its  client  “Dilbert”  tops  1,900  newspapers, 
list  to  800  papers.  making  it  the  fifth  most  widely 

1996  Adams  hits  1,000  papers,  and  syndicated  comic  behind  “Peanuts,” 
his  first  hardcover  book.  The  Dilhert  “Garfield,”  “Blondie”  and  “For  Better 
Principle,  becomes  a  number-one  best  or  For  Worse.”  —  David  Astor 


DILBERT  ®  United  Feenure  Syndicate,  Inc. 


great  editorial, 
a  new  way  to  do  business 
call  now. 

either  phone  number, 
you'll  be  glad  you  did. 
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Vin  Crosbie  (203)  863-9405 
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Readers  shrug  at  slimmer  pages 
after  conversion  to  50-inch  weh 


They  even  ignore 
return  to  wider  page, 
but  despite  stable 
newsprint  prices, 
the  urge  to  trim 
web  widths  continues 

by  Jim  Rosenberg 
and  Mark  Fitzgerald 

With  newsprint  prices  expected 
to  stay  at  or  below  $6(K)  per 
metric  ton  for  the  rest  of  the 
year,  you  might  think  that  the  standard 
54-inch  web  width  is  poised  to  make  a 
comeback,  like  a  newspaper  sport  utility 
vehicle. 

Think  again:  Newspapers  continue  to 
kick  the  tires  of  their  version  of  the 
Volkswagen,  the  narrower  50-inch  web 
width.  A  long  period  of  low  gasoline 
prices  may  have  lured  Americans  out  of 
their  compact  cars  and  into  SUVs,  but  sta¬ 
bilizing  newsprint  costs  are  not  curbing 
publishers'  urge  to  trim  page  widths. 

"The  activity  in  50-inch  is  extremely 
high,”  says  a  spokesman  for  Goss  Graph¬ 
ics  Systems,  the  Westmont,  Ill. -based 
press  manufacturer.  "We  are  getting  re¬ 
quests  for  quotes  and  information  about 
50-inch  almost  on  a  daily  basis." 

There  is  one  big  reason  for  the  continu¬ 
ing  interest:  Readers  and  advertisers  sim¬ 
ply  do  not  notice  the  difference  between 
narrow  and  wide  widths  —  even  though  a 
50-inch  web  cuts  about  an  inch  from  the 
width  of  a  broadsheet  page. 

Take,  for  example,  the  North  Jersey 
Herald  &  News.  The  Passaic,  N.J.,  paper 
is  the  only  U.S.  daily  to  trim  its  54-inch 
web  to  50  inches,  and  then,  under  a  new 
owner,  return  to  the  54-inch  width. 

So  were  advertisers  grateful  for  the 
“extra”  space?  Were  readers  upset  that 
they  had  to  open  their  arms  wider  to  read 
the  paper? 

“Nobody  said  anything.  There  was  no 
reaction,”  says  Joseph  Gioioso,  executive 
vice  president  and  director  of  operations. 


“That's  the  amazing  part,  isn't  it?” 

When  it  was  owned  by  William  Dean 
Singleton's  MediaNews  Group,  which  has 
converted  all  its  broadsheet  papers  to  the 
narrower  width,  the  Herald  &  News 
adopted  the  50-inch  web  with  consider¬ 
able  fanfare  in  1995.  The  paper  was 
redesigned  and  meetings  were  held  with 
advertisers,  readers,  and  even  civic  offi¬ 
cials  to  test  the  narrower  width.  There  was 
no  significant  reaction,  Gioioso  says. 

So  after  the  paper 
was  sold  to  Mac- 
roMedia  Inc.  Group 
and  began  to  be 
printed  on  presses 
running  54-inch¬ 
wide  newsprint  rolls, 
management  made 
no  mention  of  the 
wider  width  —  and 
neither  did  readers. 

If  it  makes  no  dif¬ 
ference  to  advertis¬ 
ers  or  readers,  why 
change  the  web  when 
newsprint  prices  are 
favorable? 

“1  can't  see  how  you  can  pass  up  that 
kind  of  savings,”  replies  Gioioso.  “If  the 
economy  softens  or  newsprint  starts 
coming  up,  reducing  that  expense  is 
important.” 

Savings  can  be  substantial,  says  Peter 
Arundel,  general  manager  of  Times 
Community  Newspapers  in  suburban 
Washington,  D.C.  He  credits  the  narrower 


Afire  that  damaged  one  of  the  Orange 
County  (Calif.)  Register's  six  press¬ 
es  Jan.  12  forced  the  paper  to  move  dead¬ 
lines  forward  and  to  skip  late  sports 
results  —  but  not  to  delay  distribution. 

The  fire  started  about  2  a.m.  when 
maintenance  worker  Adolph  Bereki 
sprayed  an  electrical  cleaner  on  some 
press  wiring,  an  act  he  does  often,  he  told 
Register  reporters,  but  this  time  sparks 
ignited  a  fire.  He  ran  for  a  fire  extinguish- 


web  with  saving  approximately  SIOO.IMX) 
in  newsprint  annually. 

The  growing  experience  with  50-inch 
webs  is  also  pushing  the  movement  to 
trim.  Narrow  webs  are  the  new  standard  in 
Canada  and  are  appearing  on  some  of  the 
biggest  metros  in  the  United  States.  In 
addition  to  Singleton's  340.(KX)-circula- 
tion  Denver  Post,  the  Washington  Post 
completed  its  transition  to  the  50-inch 
web  with  the  introduction  of  the  narrower 
A-section  Jan.  6. 

During  the  transi¬ 
tion.  Post  readers 
were  “extremely 
positive,”  says  Wil¬ 
liam  Tompkins  Jr., 
the  paper's  market¬ 
ing  and  administra¬ 
tion  vice  president. 

“Those  who  have 
noticed  it  have  over¬ 
whelmingly  liked 
it.”  Tompkins  says, 
adding  that  advertis¬ 
ers  have  had  no 
major  complaints. 

Canadians  could  have  told  Americans 
that,  says  Don  MacLachlan,  communica¬ 
tions  director  for  the  Vancouver  Sun  in 
British  Columbia. 

“We  sort  of  expected  a  reaction  of 
some  kind.”  MacLachlan  says,  “even 
though  we  weren't  quite  sure  what  we 
were  going  to  get.  But  there  it  was  —  it 
was  great:  Absolutely  nothing.  No  one 
said  anything.”  HI 


er  and  thought  he  had  the  fire  in  check. 

But  fire  officials  say  a  dust  collector 
sucked  a  spark  into  the  basement,  where 
a  larger,  dust  fire  erupted.  It  damaged 
several  newsprint  rolls  and  lifted  flam¬ 
mable  dust,  and  red  ink  from  melted 
pipes,  into  the  pressroom.  More  than  150 
employees  rushed  out  of  the  plant,  abut¬ 
ting  Register  headquarters  in  Santa  Ana, 
Calif.,  as  a  fire  suppressant  that  removes 
oxygen  put  out  most  of  the  fire.  H 


“Nobody  said  anything. 
There  was  no  reaction. 
That’s  the  amazing 
part,  isn’t  it?” 

—  Joseph  Gioioso,  executive  v.p., 
North  Jersey  Herald  &  News 


Fire  damages  Register  \iress 
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Goss  sales 

bloom 

globally 

Goss  Graphic  Systems  has  taken 
orders  for  presses  from  newspaper 
companies  on  four  continents. 

The  most  recent  was  Dow  Jones  & 
Co.’s  order  for  20  Global  Newsliner  tow¬ 
ers  with  digital  inking.  20  CT45P  reel-ten¬ 
sion-pasters  and  other  equipment  needed 
to  uniformly  configure  the  10  existing 
Goss  pres.ses  in  eight  of  the  1 7  plants  that 
print  the  Wall  Street  Journal. 

The  presses  include  Ryco  eight-nozzle 
spray  bars  to  provide  water-down-first 
dampening  and  controls  from  ABB. 

The  order  is  part  of  a  three-year  capital 
investment  program  to  expand  the 
Journal's  color  and  page  capacity  (E&P, 


Oct.  31,  1998,  p  30).  Beginning  in  mid¬ 
year  at  the  Riverside.  Calif,  plant  and 
stretching  through  200 1 .  the  presses  are  to 
be  reconfigured  to  match  color  position 
and  paging  at  all  plants  nationwide. 

Goss  also  is  supplying  a  Colorliner  in 
May  for  the  new,  $40  million  production 
plant  in  Hampden  Township.  Pa.,  for  the 
Harrisburg  Patriot-News.  Space  will  be 
available  to  add  a  tower  and  folder,  and 
the  facility  provides  for  expansion  to 
accommodate  a  second  press  line.  The 
Colorliner,  rated  at  75.000  copies  per 
hour,  replaces  a  Hoe  letterpress  now  used 
in  the  downtown  plant. 

The  new  press  consi.sts  of  56  couples  in 
seven  four-high  towers,  a  double  3:2  rotary 
folder,  nine  CTC-50L  core-tension  reel-ten¬ 
sion  pasters  and  Honeywell-Measurex  con¬ 
trols  and  drive  system.  It  is  .set  to  mn  a  50- 
inch-wide  web  and  have  a  22-inch  cutoff. 

The  faster  Colorliner  boosts  printing 
capacity  to  six  sections,  from  four,  with 
full  color  on  every  page  of  a  56-page 
paper.  A  72-page  edition  can  contain  40 
full-color  and  32  spot-color  pages. 

Overseas,  Goss’  Japanese  subsidiary 


reports  sales  of  Newsliner  presses  are  soar¬ 
ing.  The  company  is  manufacturing  press¬ 
es  to  fill  orders  from  Yamagata  Shimhun, 
Minami  Nippon,  Yamagata  Shonai,  Kobe 
Shimhun,  Asahi  Fukuoka,  Yomiuri  Sendai, 
Asahi  Nikkan  Shikoku  Station  and  Ehime 
Shimhun.  The  first  Japanese  Newsliner 
installation  was  at  the  9-million-circula¬ 
tion  Yomiuri  Shimhun  in  1997.  Goss  Japan, 
which  also  supplies  mailroom  equipment, 
also  sold  Newsliners  to  Korea’s  Maeil 
Kyungie  and  China’s  Zhejiang  Daily  and 
Shenzhen  Special  Zone  Daily. 

Across  the  world,  the  company  that 
publishes  Turkey’s  leading  national  daily, 
Sahah  (circulation  7()0,(KK)),  and  five 
other  papers  ordered  a  shaftless  Colorliner 
80  with  ColorFlow  keyless  inking.  The 
8(),(XX)-cph  press  consists  of  three  four- 
high  towers,  two  two-highs,  seven  CT-50 
reelstands,  a  double  J2:5:5/J2:3:3  combi¬ 
nation  jaw  folder  and  Honeywell  controls. 

Plans  call  for  the  Colorliner  to  be 
shipped  in  May  and  commissioned  in 
October.  The  customer  already  runs  Goss 
HT7(),  Magnum,  Urbanite  and  Commun¬ 
ity  presses  in  its  various  plants. 


Now  you  can  zone  your  newspaper  editions  in 
less  time  and  virtually  never  stop  the  presses 
for  page  changes.  Since  early  1997,  on  edition 
experience  with  the  totally  shaftless  WIFAG 
OF  370  Page  Changing  Unit  press  proves  how 
capital  expenditure  and  operation  costs  are 
reduced.  Add  up-to-the-minute  news  without 
losing  a  second  of  productivity.  Start  improv¬ 
ing  productivity  and  profitability  now. 


Run  your  presses  non-stop, 
and  drive  production  and 
readership  to  higher  levels 
with  the  WIFAG  OF  370  Page 
Changing  Unit  press. 


Don't  Stop  the  Press! 


WIFAG 

VOFAG  PRESS  COMPANY,  640  Gunby  Road.  .Mariena.  Ga  30067 
Contact:  Joe  Ondras,  Phone  831 1  -  Fax  ‘^70.850  8550 

WIFAG  AG,  3001  Beme  (Switzerland)  -  Phone  +41-31-339  33  33  -  Fax  +41-31-339  36  66 
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Earlier,  Latin  American  orders  came 
from:  Diario  de  Hoy,  Quito,  Ecuador 
(Universal  45  in  three  four-high  and  three 
two-high  towers  with  nine  autopasters, 
two  dryers  for  heatset  printing,  a  sheeter 
and  two  1:2:2  jaw  folders,  each  with  a 
double  parallel  and  one  with  a  balloon  for¬ 
mer);  Jornal  do  Comercio,  Rio  de  Janeiro, 
Brazil  (two  four-high  SSC  towers,  three 
satellite  units  and  an  SSC  folder  with  up¬ 
per  former);  and  La  Prensa,  San  Pedro 
Sula,  the  largest  Honduran  daily  (three 
additional  Urbanite  units). 

Swiss  crank 
up  six-high 

Wifag’s  six-high  (12  printing  cou¬ 
ples)  OF370  shaftless  tower 
press  at  AZ  Grafische  Betriebe 
AG  in  Aarau,  Switzerland,  begin  printing 
the  Limmattaler  Taghlatt  earlier  this 
month.  Late  in  February  it  plans  to  add 
production  of  regional  editions  of  the 


Wrfag’s  fuU^c^haft- 
less,  six-high  offset 
OF370  press  in 
Aarau,  Switzerland 


Aargauer  Zeitung. 

Believed  to  be  the  only  newspaper 
press  assembled  in  six  levels,  the  machine 
rises  only  26  feet  owing  to  the  compact¬ 
ness  of  its  modular  units.  An  adjacent  jaw 
folder  and  superstructure,  which  accept 
three  webs  from  the  tower,  rise  slightly 


above  the  uppermost  unit. 

The  units’  “gearless  transmission  drive” 
system,  from  Swiss  partners  Wifag  and 
ABB,  is  electronically  synchronized.  The 
six-high  alone  can  print  a  48-page  news¬ 
paper  with  16  four-color  pages  in  one  pass. 

AZ  managers  credit  the  tower  with  in¬ 
creasing  by  almost  two-thirds  the  capacity 
of  their  existing  Wifag  OF790  in  the  same 
building  and  allowing  the  number  of  re¬ 
gional  editions  to  grow  to  10,  from  six. 

Two  other  shaftless  OF370s,  ordered 
for  a  new  production  plant  in  Erbusco, 
Italy,  are  designed  with  five-high  printing 
towers.  The  joint-venture  plant  is  desig¬ 
nated  to  print  its  owners’  dailies,  L’Eco  di 
Bergamo  and  Giornale  di  Brescia,  as  well 
as  other  dailies,  weeklies,  magazines  and 
advertising  materials. 

Comprising  50  printing  couples,  the 
two  machines  are  designed  with  webbing 
chains,  Oxy-Dry  washers  and  ABB  con¬ 
trols.  Equipment  includes  13  Wifag  PR 
2/C  autopasters  (with  room  for  three 
more),  and  each  press  is  to  have  a  Wifag 
FAK  2:5:5  jaw  folder.  Production  is 
scheduled  to  begin  in  about  a  year.  Hi 


DON’T  TAKE  OUR  WORD  FOR  IT- 
LISTEN  TO  OUR  CUSTOMERS: 

“It  has  been  a  pleasure  dealing  with  Global  Singlewidth  Sales. 
whene\'er  /  needed  to  ask  a  question,  you  were  always  available. 
Your  installer  was  a  top-notch  professional.  His  work  ethic  was 
second  to  none.  In  other  words,  he  was  consistent  with  everything 
I  have  grown  to  expect,  and  e.xperienced,from  your  company’.’ 

Lee  Lockhart/Publisher 
Northern  Wyoming  Daily  News 


GLOBAL  SINGLEWIDTH  SALES,  LLC 

•  Strategically  partnered  with  GOSS  GRAPHIC  SYSTEMS. 

Offering  a  complete  inventory  of  quality  used  GOSS  single  width  press  equipment 
and  auxiliary  components  for  purchase. 

•  Specializing  in  the  remanufacture  and  enhancement  of  existing  newspaper 
and  commercial  press  equipment. 

Contact  us  today:  630-876-9977  or  Fax  630-876-9972 
1275  W.  Roosevelt  Rd.,  Suite  103 
West  Chicago,  IL  60185 


,  ^ 
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[  Save  Time,  Save  Effort  ] 

If  your  job  is  to  plan  for,  research,  budget  for,  or  buy  products 
and  services  for  your  newspaper  company,  the  E&P  Online 
Buyer’s  Guide  is  sure  to  become  your  primary  resource! 

[  Comprehensive  ] 

More  than  2,000  listings  for  businesses  that  sell  both  tradi¬ 
tional  newspaper  and  new  media  products  and  services  to 
news  companies. 

[  Easy  J 

Search  by  general  service  type,  specific  service  type,  key 
words,  company  name,  geographic  location.  Even  if  you  don’t 
know  exactly  what  the  product/service  is  that  will  serve  your 
needs,  you  can  find  someone  who  does! 

[  Complete  ] 

Listings  provide  company  name,  address,  phone,  fax,  e-mail 
and  Web  site  data.  You  also  find  a  list  of  specific  products  and 
services  offered.  Many  offer  descriptions  of  their  products  and 
services  with  hyperlinks  to  their  own  product/service  sites. 


Editor<S?Publisher 


Attn:  Vendors ...  Go  to  the  E&P  Buyer’s  Guide 
to  find  out  about  advertising  opportunities,  or 
caii  Eiieen  Long,  E&P  Classified  Advertising 

k Manager  for  more  details.  (212)  675-4380,  m 
ext.  170.  Eileenl@mediainfo.com 


i  Anf'iirafc  1  ThE  EdITOR<S?PUBLISHER  COMPANY 

I  I  WhcreYoull  Find  the  Powers  of  the  Press^' 

Because  companies  can  add/update  information  about  their 

products  and  services  online,  this  Online  Buyer’s  Guide  is  as  AVAIIABIE  HmH!  VISIT  ANYTIME! 

current  as  today!  |^((p.//yyyyyy^,||g||jg,„fQ_QQ,||/|mygp3g||jjQj|tj|^ 


AVAIIABIE  Nmn  mSITAIIlYTIME! 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.com  •  micheiea@mediainfo.com 


FEATURES 

AVAILABLE 

ADVICE/HUMOR 


“The  Ann  Landers  for  people 
who  don't  wear  Depends” 

“Ask  The  Advice  Goddess,”  by  Amy 
Alkon,  is  o  hilarious  but  practical  new 
syndicated  column  picked  up  by  53 
papers  in  just  over  a  year.  In 
alternative  weeklies  and  weekend  enter¬ 
tainment  sections  of  dailies. 

(310)  306-6160  /  flame777@aol.com 


ONE  OF  AMERICA’S  Liveliest  weekly 
columns  just  happens  to  be  about  anti¬ 
ques.  www.antiquetalk.com 

ASTROLOGY 

Weekly  -  Monthly  -  Camera  Ready 
Time  Data  Synd.  (8(X))  322-5 1 0 1 
E-mail:  star2020@time-data.com 


ANNOUNCEMENTS 

BUSINESS  DEVELOPMENT 

McGann  &  Co. 

New  and  Old  Media  projects/ ventures 
jmcgann@aug.com 
(W4)  826-1335 


BUSINESS  OPPORTUNITIES 


AUTOMOTIVE 

FEATURES  AVAILABLE 

AUTOMOTIVE  NEWS,  world's  leading 
authority  on  automotive  industry. 
Weekly  package  available.  Crain 
News  Service,  New  York:  Joe  Hanley, 
(212)  254-0890,  Fax  (212)  254- 

MIDEAST  ARAB  AMERICAN  ISSUES 
COLUMN  Humor  Somber  Researched 
Insightful  Professional  Journalist, 
informed  activist.  Weekly  (708)  403- 
1 203  www.hanania.com 

649-5464,  Fax:  (31 2)  397-5500. 

SOMETIMES  OFF  THE  WALL  but 

BUSINESS  CARTOONS 

mentary  from  CNF  at; 

“BUSINESS  AS  USUAL"  is  a  weekly 

www.cascnews.com 

single-panel  cartoon  currently  being 

INTERNET  &  TECHNOLOGY 

to  circulation.  Call  or  E-mail  cartoonist 
Jim  Sizemore  for  more  information  and 
a  free  sample  selection.  Phone:  (410) 
823-5571 .  E-mail:  moresize@aol.com 

TechnologyFair.Com 

See  the  Tech  News  Center  for 

Tech  Editors  and  Journalists 
www.technologyfair.com 

ENTERTAINMENT 

PHOTOS 

“Hollywood  Behind  the  Scenes” 

Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

Rates  and  samples,  (800)  959-9977 

NEWSMAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 

WWW.  newsmakers .  net 

_ PUZZLES _ 

ABSOLUTEIY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-7617 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 

SYNDICATED  COLUMNS 

SAVE  A  SALARY!  40  features,  graph¬ 
ics.  EDITOR  S  COPY,  3803  Pin  Oaks 
St.,  Sarasota,  FL  34232.  Since  1 926. 
ONE  LOW  PRICE!  (941)366-2169 
www.security-one.com/Ecopy 

Editor  &  Publisher: 

Your  communication  link  to 
the  newspaper  industry  every 
week  since  1884. 


HIGHLY  SUCCESSFUL  Home  Remodel¬ 
ing  Publication  now  syndicating 
nationwide.  Opportunity  to  become  an 
independent  puolisher  available  in  all 
markets.  We  provide  articles,  you  sell 
ads,  produce  and  distribute. 

(281)807-1818 


INVESTORS  WANTED 


ALTERNATIVE  NEWSWEEKLY  seeks 
startup  capital.  Largely  untapped 
Midwest  market  of  350,000.  Great 
return  on  investment.  (319)  322-2051 . 


NEWSPAPER  APPRAISERS 


NEWSPAPER  APPRAISERS 

24  HOURS -(5 16)  379-2797 
(727)  786-5930  Fax  (5 1 6)  379-38 1 2 
KAMEN  &  CO.  GROUP  SERVICES 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


THOMAS  C.  BOLITHO 
Newspaper  Appraisals 
Professional  and  complete 
(580)  421-9600 
E-mail:  bolitho@bolitho.com 
http:/ /www.bolitho.com 


NEWSPAPER  BROKERS 


700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301 )  253-5016 
Wren  Barnett,  South  (828)  698-(X)21 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Michael  Bradley,  Northeast 
(508)  563-2835 


NEWSPAPER  BROKERS 


Confidential  Appraisal  for 
'  Estate,  ESOP,  Partners,  ' 
I  Bank,  Tax,  Stock,  Assets 

For  a  listing  of 
publications  for  sale,  go  to 
www.cribb.com 


Bolitho-Cribb 
&  Associates 

Publication  Brokerage  & 
Appraisals  since  1923 

406-586-6621 

Fax  406-586-6774 


Thousands  of  Papers  Sold.... 

We  have  sold  thousands  of  publishing  companies  since  1923 
Hease  call  to  discuss  your  options  In  a  sale. 


NEWSPAPER  BROKERS 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053 

or  write  Box  31 29,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


JMPC,  Est  1 983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1  OCX) 

3390  Peachtree  Rd.NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HODEa  NEWSPAPER  BROKER 
5196  Benito,  #1 1 ,  Montclair,  CA  91 763 
(909)626-6440  Fax  (909)  624-8852 


PHILLIPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


NEWSPAPER  BROKERS 


John  T.  Cribb  104  E.  Main,  Suite  402,  Bozeman,  MT  59715  email:jcribb@imt.net 


Leader  in  Sale 
of  Community  a.. 
Newspapers  ^ 

(.'hcck  our  Kifm-iices 

(214)  265-9300  Ted  Rickenbacher 

Rickenbacher  Media 

6731  IX-.sco  Dr.,  Dallas,  TX  7S22S 


NEWSPAPER  BROKERS 


MICHAEL  D.  LINDSEY 
Experienced  -  Confidential 
6645-5  Redmont  CrI,  Mesa,  AZ  852 1 5 
(602)  807-7791  FAX  (602)  807-7795 


THOMAS  C.  BOLITHO 
Newspaper  broker/appraiser 
“A  tradition  of  service 
to  the  newspaper  industry" 
BOUTHO-TAYLOR  MEDIA  SERVICE 
1 1 5  S.  Broadway,  Ada,  OK  74820 
(580)421-9600 
E-mail:  bolitho@bolitho.com 
http:/ / www.bolitho.com 


NEWSPAPERS  FOR  SALE 


CURRENT  LISTINGS 
GOTO 
cribb.com 


FLORIDA:  Monthly  women's  magazine 
$250,000,  Keys  lifestyle  $195,000, 
Atlantic  community  monthly  $100,000; 
NEVADA:  Senior  monthly  $100,000. 
Mayo  Communications,  (813)  971- 
2061. 


MISSOURI  -  Well  established  weekly 
“news"  paper  located  in  metro  market. 
Ideal  owner-operator  situation  for 
sales-oriented  publisher.  Larry  Grimes, 
W.B.  Grimes  Co.,  (301 )  253-5016. 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)476-3950 


SOUTHEAST!!! 

FL  -  Fine  Atlantic  Coast  Weekly. 

WV  -  2  Weeklies  in  adjacent  counties. 

KY  -  Strong,  will-run  weekly. 

TN  -  County  seat  weekly  near  major 
metro  market. 

AAAGAZINE  -  Monthly  southeast  trade. 
All  ideal  owner-operator  or  group 
situations.  Wren  Barnett,  W.B.  Grimes 
(301)253-5016 


WEEKLY  IN  WEST  Michigan.  Top 
potential.  Owner  can  stay.  Cash  flow 
$50,000.  Price  $275,000,  cash  or 
large  downpayment. 

Fax  (630)  627-1 233 
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CLASSIFIED 


ANNOUNCEMENTS 


NEWSPAPERS  WANTED 

AFRICAN  AMERICAN  NEWSPAPER 
publishing  company  seeks  to  purchase 
Black  weekly  newspapers.  Confiden¬ 
tiality  maintained.  Contact  Eric 
Kearney,  president,  Sesh  Communica¬ 
tions,  P.O.  Box  1691,  Cincinnati,  OH 
45201 . 


NEWSPAPERS  WANTED 

AMERICAN  PUBLISHING  COMPANY, 
the  community  division  of  Hollinger 
International,  actively  seeks  daily 
newspapers  and  shopping  guides.  All 
inquiries  held  in  strictest  confidence. 
Contact: 

Jerry  Strader,  President 
401  N.  Wabash  Avenue 
Chicago,  IL6061 1 
(3121321-2673 


To  place  Classified  ads  please  call  212-675-4380  ext  171, 173 


NEWSPAPERS  WANTED 

LIBERTY  GROUP  PUBLISHING  is 
aggressively  seeking  newspapers  and 
other  print  publication  acquisitions. 
LGP  is  owner/operator  of  approxi¬ 
mately  240  publications,  including  60 
daily  newspapers.  All  correspondence 
and  discussions  are  confidential.  Con¬ 
tact: 

KENNETH  W.  COPE 
Executive  Vice-President 
1 006  W.  Harmony 
Neosho,  MO  64850 
Phone:  (417)451-1520 


PUBUCATIONS  FOR  SALE 

CARIBBEAN  BASED 
PUBUSHING  COMPANY  FOR  SALE 
Profitable,  reputable,  well  established 
publisher  of  annual  visitor  publications. 
Annual  turnover  in  excess  of 
US$500,000.  High  profit  return,  low 
bad  debt,  considerable  pre-payment 
levels.  Inquiries  to  Box  08737,  Eaitor  & 
Publisher. 


Desperation  Is  a  feather  in  your  cap 

Beck 


EQUIPMENT  & 
SUPPLIES 


CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Cadbom  -  CK  Optical 
_ (310)  372-0372 _ 

EQUIPMENT  FOR  SALE 

BINDERY  EQUIPMENT  SALE 

•Great  running,  partially  rebuilt  Kanso 
480,  6-pc)cket,  2  openers  --  reduced  to 
sell  at  $55,000! 

•Virtually  new  Stepper  newspaper 
inserter  and  rolling  machine  (used  only 
3  times)  -  priced  25%  below  retail  at 
$14,250! 

•Conveyors,  Cyclone  and  other 
assorted  press  and  bindery  equipment 
for  sale! 

All  equipment  con  be  seen  running  on 
video. 


Coll  Art  at  (530)  877-4780 


MAILROOM 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fax  (770)  590-7267 


MAILRCX)M 


1 372  NEWSPAPER  INSERTING 
MACHINE.  Completely  refurbished  by 
AM  graphics.  Never  installed  since 
refurbish.  Still  in  crates. 

Coll  Bill  Kanipe  (770)  428-5817 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 


Refurbished  add  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  Mid-America  Graphics  at 
(800)  356-4886. 
www.miclamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 

PRESSES 


WWW.inlandnews.COM  I 


_ MAILROOM _ 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)273-5218  Fax  (407)  273-9011 


_ PRESSES _ 

6  UNIT  COLOR  King  Press  with  5  roll 
stands  and  Heavy  Duty  folder.  30HP 
Drive  ond  Motor. 

Ed  Wazney  or  Kyle  Osteen 
(803)  775-6331 


DON'T  SELL  YOUR  PRESS 
Until  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 

PRESSES  WANTED:  HARRIS  V25  V22 
V15A  VI 5D  or  845,  KING  Process 
Color  or  Daily;  GOSS  Community 
Urbanite  Metro;  SOLNA  D30  C96 

Tel:  (91 3)  648-2000 

_ Fax:  (913)648-7750 _ 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552- 1 528  Fax  (770)  552-2669 


WANTED  TO  BUY 

IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
VYILL  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (816)887-2762. 
www.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 


WANTED  DEAD  OR  AUVE 
Muller  Martini/Harris 
Inserters  &  Stitcher Arimmers 
All  Moilroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fox 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817  Fax  (770)  590-7267 


Run  your  ad  for  12,  26 
or  52  issues  to  increase 
awareness  while 
beneiitting  from  our 
low  contract  rates. 
CaU  (212)  675-4380 


INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 

1  ALTERNATIVE  THAT  WORKS 
CIRCULATION  DEVELOPMENT,  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 
www.circulation.net 


1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKCTING 
Horace  Southward 
(800)  950-8475 
E-mail:  mns1@metro-news.com 
www.metro-news.com 


AVAILABLE  NOW!  Dotabase  Market¬ 
ing  Project  ending.  Averoged  700 
orders  with  12%  charge-back  factor. 
Completely  Automotea  Environment. 
Excellent  references.  Call  Fred  Dick 
TODAY  to  activate  all  or  part  of  these 
man-hours  for  you  Tomorrow. 

The  “CPR  Group”,  (800)  320-3821 

BLENKARN  TELEMARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skoff  (800)  218-6731 


CIRCULATION  MARKETING  GROUP 
Specializing  in  on-site  and  long 
distance  telemarketing  since  1 989.  i 
Call  Cherry  Coleman  (912)  336-2700  I 


CIRCULATION  SERVICES 

CIRCULATION  SERVICES,  INC. 
20%  Minimum  Paid  Telemarketing 
Comprehensive  Verification  Reports 
Andrew  Orr  (888)  343-0470 


HEADUNE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALUNG 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 
(800)  260-9823 


JOHN  A.  BURKE 
New  Yark/New  Jersey 
•Crew  Sales/Training 
•Telemarketing 
•Street/Store  Merchandising 

Phone/Fax  (516)  588-2735 


PRO  START*; 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


CIRCULATION  SERVICES 

[  RETENTION  TRAINING  SEMINARS 
i  STOPBUSTERS  •  STOPBUSTERS  PLUS 
BREAK  THRU  SERVICE 
Circulation  experts  since  1 983 
Alice  Kemper,  Michelle  Barton 
Jocqui  Te^k,  Denise  Zognoli 
(800)  671  -1 230  mpbarton@ciol.com 

I  SPEaRUM  MARKETING  SERVICES 
A  teleservices  solution  for 
•Cold-coil  projects 
•Stop-saver  projects 
•Up-grade  projects 
CaU  Doug  Reese  at  (800)  972-6778 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791-3301 
http://www.fakebrains.com 

PRESSROOM  SERVICES 

i  PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
ductwork? 

Doily  Service  Contracts 
One  Tip-e  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFAaiON! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOa  FREE  (800)  657-21 1 0 


PRESSROOM  SERVICES 

STA-CUFF  ELECTRIC 

I  Press  Drive  System 
i  •Repair 
j  •Repower 

I  •Preventative Maintenance 
;  •International  Capability 
I  (717)741-4145  24  hours 

;  RECRUITMENT  SERVICES 

RECRUITMENT  SERVICE  for  all  levels  of 
'  the  industry.  We  have  qualified  clients 
seeking  good  management  positions. 

!  No  cost  to  you  unless  we  place  the 
client.  For  more  information  contact 
j  Jerry  Turner  at  Paper  People, 
j  E-mail  jturner@mmind.net  or 

j  phone  or  fax  (91 8)  542-8861 

;  TRAINING 

!  ADVERTISING  SALES  TRAINING 

I  Proven  results  in  increasing  ad  volume, 

I  new  contracts,  ad  count,  reductions  in 
errors  and  customer  retention.  We 
build  teams  that  get  results! 
j  Call  ProMax  Training 

I  &  Consulting,  Inc.  (800)  898-0444 

I  NEWSPAPER  SALES  MAGIC 
!  Training  tapes  for  new  subscription 
sales.  Upbeat  series  of  4  tapes  shows 
sales  and  money  happening,  and  how 
to  do  it.  $195.95.  We  can  also 
manage  in-store  contracts.  American 
Reading  Association,  4301  S.  Pine 
Street,  #57,  Tacoma,  WA  98409. 

(888)  747-2949wvrw.magicm.com 
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HELP  WANTED 


_ ACADEMIC _ 

ASSISTANT  PROFESSOR,  tenure  track 
position  in  Journalism  and  Media 
Studies.  Responsibilities  include  teach¬ 
ing  undergraduate  course  in  reporting, 
writing  and  editing  as  well  as  some 
combination  of  Introduction  to  Media 
Studies,  Media  Law  and  Journalism 
History.  The  primary  teaching  assign¬ 
ment  will  be  with  Florida  Atlantic 
University's  Northern  Campuses  in 
Jupiter  and  Port  St.  Lucie;  however,  the 
faculty  member  will  be  a  member  of 
the  Department  of  Communication, 
headquartered  on  the  Boca  Raton 
Campus,  so  secondary  teaching  assign¬ 
ments  will  be  made  on  thot  campus  as 
well.  Ph  D.  and  professional  experi¬ 
ence  required  as  well  as  potential  for 
establishing  an  active  record  of  pub¬ 
lication.  Position  available  starting 
August  1 999,  pending  sufficient  funcT 
ing.  Salary  negotiable.  Send  letter  of 
application,  CV  and  three  names  of 
references  by  February  1 5  to  Dr.  Fred 
Fejes,  chair,  search  committee.  Depart¬ 
ment  of  Communication,  Florida  Atfantic 
University,  Boca  Raton,  FL  33431. 
Telephone  (561)  297-3858;  Fax  (561) 
297-2615.  E-mail 

feies@fau.edu 


_ ACADEMIC _ 

THE  SCH(DOL  OF  COMMUNICATION 
;  at  the  University  of  Idaho  invites 
applications  for  two  full-time,  tenure- 
j  track  positions  to  begin  fall  1 999: 

I  (1)  journalism  and  mass  communica- 
j  tion  (news  editorial,  print  journalism, 

1  new  technologies)  and  (2)  public  com- 
]  munication  (advertising,  PR,  organiza¬ 
tional  communications,  interpersonal 
communications).  An  appropriate  ter- 
I  minal  degree  in  communication  or 
;  media-related  discipline  is  required. 

I  Applicants  close  to  completing  their 
'  terminal  degrees  may  be  considered. 

[  Search  will  close  when  a  sufficient 
[  number  of  qualified  applicants  have 
I  been  identified,  but  not  earlier  than 
February  22,  1 999.  Send  an  applica¬ 
tion  letter  (indicating  which  of  the  two 
positions  interests  you),  a  curriculum 
vitae,  names  and  phone  numbers  of 
three  references  to,  1999  Faculty 
'  Search  Cammittee,  School  of  Commu- 
!  nication.  University  of  Idaho,  Moscow, 

I  ID  83844-1072;  E-mail: 
j  comm@uidaho.edu  Women  and  minori- 
I  ties  are  strongly  encouraged  to  apply  for 
:  these  positions.  The  University  of  Idaho  is 
j  an  equal  opportunity /affirmative  action 
employer. 


ADMINISTRATIVE _  ADMINISTRATIVE 


Standing  Stone  Media  Inc.  (Owned 
by  the  Oneida  Indian  Nation,  one  of 
Central  New  York  State’s  largest 
employers)  seeks  to  fill  the  follow¬ 
ing  open  positions: 


NATIONAL  SALES  MANAGER 

National  Sales  Manager/Advertlsing  Director  needed  for  established 
minority  weekly  on  track  for  new  growth  and  national  expansion.  New 
owner  wants  hands-on  manager  for  new  position:  a  sales  pro  who 
knows  how  to  open  niches  and  markets.  Need  aggressive  but  sensitive 
professional  who  can  build  a  national  revenue  base  and  reputation  for  highly 
regarded  and  prominent  product.  Excellent  closer  with  national  account 
knowledge  and  contacts,  a  proven  revenue  record,  willing  to  travel  the 
country's  four  corners.  Has  chance  for  excellent  salary  (commensurate  with 
experience)  and  great  benefits  package. 

BUSINESS  MANAGER 

Established,  respected  national  minority  weekly  looking  for  business 
manager  to  stay  on  top  of  daily  financial,  advertising,  circulation, 
purchasing,  and  budget  operations,  as  well  as  manage  some  staff 
responsibilities  at  headquarters  and  two  regional  offices.  New  owner 
wants  to  grow  and  develop  national  profile  for  prominent,  award¬ 
winning  publication  currently  at  19,000  circulation.  All-around  astute 
business  pro  with  personnel  sensitivities  needed  to  maintain  focus, 
bottom  line,  daily  business  flow.  Position  to  be  based  in  Central  New 
York  State,  with  travel  to  other  corners  of  U.S.  for  two  bureaus.  Salary 
commensurate  with  qualifications,  experience  and  success  record. 

Interested  candidates  should  send  a  letter  of  introduction,  r6sum6  and 
references  to,  Oneida  Indian  Nation,  Human  Resources  Department, 
223  Genesee  Street,  Oneida,  NY  13421,  or  fax  to  (315)  361-6333.  Please 
reference  “Indian  Country  Today.” 

“Pursuant  to  Public  Law  93-638,  The  Indian  self-determination  Act  and 
the  Indian  Civil  Rights  Act,  25  U.S.C.  1301  preference  will  be  given  to  qual¬ 
ified  Native  American  applicants.” 


j  _ ACADEMIC _ 

j  DEPARTMENT  OF  JOURNALISM,  Uni¬ 
versity  of  Alabama,  seeks  applications 
for  assistant  or  associate  professor 
tenure  track  position  that  begins 
August  1 999.  Qualifications  include  a 
Master's  degree,  Ph.D.  preferred  and 
quality  professional  experience.  Can¬ 
didates  should  be  able  to  teach  gradu¬ 
ate  and  undergraduate  courses,  includ¬ 
ing  professional  courses  in  magazine 
or  newspaper  reporting,  writing,  and 
editing.  Candidates  should  have  one 
or  more  areas  of  concentration  for 
teaching  and  research,  such  as  (but  not 
limited  to)  graphics  journalism,  maga¬ 
zine  writing  and  editing,  media  and 
society,  media  management,  journal¬ 
ism  in  secondary  education,  history 

I  and  law.  We  are  an  EO/AA  employer 
and  especially  seek  applications  from 
women  and  minorities.  Send  applica¬ 
tion  and  three  letters  of  recommenda¬ 
tion  to  Jim  Stoval,  Department  of  Jour¬ 
nalism,  Box  870172,  University  of 
Alabama,  Tuscaloosa,  AL  35487- 
0172. 


!  UNIVERSITY  STUDENT  NEWSPAPER 
I  ADVISOR/ADJUNCT  INSTRUaOR 

!  Iowa  State  University  seeks  a  highly 
I  experienced  journalist  to  serve  as  the 
'  newsroom  advisor  for  the  Iowa  State 
I  daily  student  newspaper  and  teach 
courses  in  the  Greenlee  School  of 
,  Journalism  and  Communication. 

;  THREE  YEAR  APPOINTMENT  WITH 
I  POSSIBILITY  OF  RENEWAL.  Newsroom 
;  advising  duties  include  providing 
*  advice  and  support  to  the  newsroom 
j  staff,  and  conducting  a  critique  of  each 
!  issue  of  the  paper.  Duties  in  the  School 
'  include  teaching  appropriate  courses 
depending  on  the  incumbent's  area  of 
I  expertise,  and  engaging  in  student 
j  advising  and  support  activities  as 
;  assigned,  such  as  business  advising  for 
I  student  magazines  and  supervising  the 
i  internship  program.  Qualifications  - 
I  Bachelor's  degree  and  highly  distin¬ 
guished  record  as  a  newspaper 
journalist,  or  a  Master's  degree  with  at 
I  least  five  years  of  newsroom  experi- 
'  ence  at  a  leading  newspaper.  Prior 
teaching  experience  at  the  university 
level  is  preferred.  Salary  -  $40,000 
,  minimum.  Deadline  February  15, 
i  1 999  or  until  position  is  filled.  Send  let- 
i  ter  of  application,  resume,  and  the 
'  names  of  three  references  to,  James 
I  Bachtell,  chair  of  search  committee, 
j  Iowa  State  Daily,  108  Hamilton  Hall, 
I  Iowa  State  University,  Ames,  lA 
5001 1  - 1 1 80.  Phone  number 
(51 5)  294-41 20  Fax  (51 5)  294-41 1 9 
I  E-mail:  bachtell@iastate.edu 

I  ACCOUNTING 


ADMINISTRATIVE 

I  AD  DIREaOR/GENERAL  MANAGER 
Brehm  Communications,  Inc.,  has  an 
immediate  opening  for  a  general  man- 
j  ager  for  a  5-day  morning  daily  in 
i  Princeton,  IN  (circulation  6,000).  Will 
consider  an  advertising  manager  wishing 
to  move  up  to  GM.  Advertising  skills  a 
must,  circulation  skills  a  pFus.  The 
Princeton  Daily  Clarion  is  f>art  of  Brehm's 
Tri-State  Media  cluster,  which  also 
includes  Boonville,  IN  and  Mt.  Carmel, 
IL.  Princeton  is  also  home  to  a  new 
Toyota  plant.  Pay  package  in  the  $40's 
plus  profit-sharing  plan.  Join  a  grow¬ 
ing  company  that  affords  opportunity. 
Send  resume  and  cover  letter  to  Gen¬ 
eral  Manager,  BCI,  P.O.  Box  28429, 
j  San  Diego,  CA  92 1 98  or 
1  E-mail  resume:  gblack@pdclarion.com 


I  BUSINESS  MAGAZINE  PUBUSHER 
Recent  promotion  due  to  corporate 
expansion  has  created  an  excellent 
opportunity  for  highly  motivated  busi¬ 
ness  magazine  professional  to  assume 
bottom-line  responsibility  for  a  #1 
magazine  serving  the  health  care 
industry.  Must  be  experienced  in 
marketing  and  sales  management  and 
have  broad  in-depth  knowledge  of  busi- 
I  ness  magazine  publishing.  Health  care 
j  industry  Knowledge  a  plus.  Competitive 
j  salary  and  benefits  package  offered. 

Send  cover  letter  with  resume  and 
'  salary  requirements  to  Human 
i  Resources  Manager-EP/HCP,  Miramar 
Communications,  Inc.  (A  Division  of 
PRIMEDIA  Intertec),  P.O.  Box  8987, 
Malibu,  CA  90265-8987.  Fax:  (310) 
31 7-0072.  www.miramar.com  EOE 


;  DIRECTOR  OF  COMMUNICATIONS 
for  national  association  located  in 
I  South  Florida.  Manage  association 
j  communication  efforts.  Responsibilities 
I  include  publishing  and  editing  a  major 
I  national  magazine,  newsletter,  miscella- 
’  neous  publications,  industry  and  associa¬ 
tion  profiles  and  communications.  Also 
responsible  for  managing  several  staff 
,  positions.  Candidates  must  have  experi- 
I  ence  and  success  record  commensurate 
;  with  these  duties.  Reply  to  Box  08740, 

I  Editor  &  Publisher. 

i  MIDWESTERN  NEWSPAPER  GROUP 
has  immediate  openings  for  general 
j  managers  for  small  daily  and  semi- 
I  weekly  newspapers.  Must  have  knowl¬ 
edge  and  successfully  demonstrated 
I  experience  in  all  areas  of  newspaper 
j  operations.  Competitive  compensation 
'  packages  and  excellent  benefits 
I  offered  to  the  right  applicants.  Send 
I  resume  and  cover  letter,  including 
j  salary  requirements  and  references  to 
j  Michael  Bush,  vice  president  of  opera- 
]  tions,  MedioNews  Group,  1560 
Broadway,  Suite  1450,  Denver,  CO 
80202. 


GREAT  OPPORTUNITIES 
Contraller  needed  for  Tucson  Newspa¬ 
pers  to  manage  the  accounting  opera¬ 
tions  for  The  Arizona  Daily  Star  and 
Tucson  Citizen.  Must  have  six  years 
experience  with  CPA/MBA  or  CMA 
desired. 

Tucson  Newspapers 
4850  S.  Park  Avenue 
Tucson,  AZ  8571 4 
FAX:  (520)  573-4294 
EOE 


ADVERTISING 


ADVERTISING  MANAGER 
I  Daily  7-day  newspaper  in  Zone  1  is 
looking  for  an  organized  and  responsi- 
I  ble  individual  to  oversee  sales  depart- 
I  ment.  Responsibilities  include  deadlines, 
I  creating  new  promotions,  setting  goals, 
I  budget,  working  with  art  department. 

{  Excellent  salary  and  benefit  package, 
j  Send  resume  to  Box  08743,  Editor  & 
'  Publisher. 
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HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 
The  Killeen  Daily  Herald  in  Killeen, 
Texas  is  seeking  a  qualified  candidate 
to  become  part  of  our  management 
team.  Must  be  a  strong  leader,  highly 
motivated  and  possess  a  successful 
sales  record.  The  candidate  should  be 
a  self  starter  with  the  ability  to  troin 
and  leod  our  staff  of  26.  We  offer  a  com¬ 
petitive  salary  plus  bonus. 

Please  send  your  resume  to  Personnel 
Department  at  The  Killeen  Daily 
Herald,  P.O.  Box  1300,  Killeen,  TX 
76540  or  Fax  (254)  634-8024. _ 

ADVERTISING  SALES  MANAGER 

We  are  seeking  a  dynamic,  motivated 
leader  looking  for  a  great  opportunity. 
The  candidate  we  want  must  have 
excellent  interpersonal  skills  and  at 
least  two  years  of  advertising  sales 
management  experience  to  be  con¬ 
sidered.  This  is  a  high  visibility  position 
with  a  weekly  newspaper  in  Middle 
Tennessee.  We  offer  a  generous  com¬ 
pensation  package  (52K  plus)  to  the 
right  individual.  Please  send  or  fax 
resume  to  include  salary  history  to  D. 
Mindak,  Murfreesboro  Sun,  2552  S. 
Church  Street,  Murfreesboro,  TN 
371 27.  Fax  (61 5)  890-0676  EOE 

ADVERTISING  SALES  MANAGER 
The  Bay  City  Times,  in  Bay  City 
Michigan,  has  an  opening  for  a  Retail 
Advertising  Sales  Manager.  If  you  ore 
a  successful  sales  representative,  with  a 
proven  track  record  of  positive  news¬ 
paper  sales  results,  looking  to  take  the 
next  step  into  sales  management,  we 
hove  the  opportunity  for  you.  The  ideal 
candidate  will  have  the  ability  to 
motivate,  train,  and  supervise  the  sales 
efforts  of  a  team  of  1 2  sales  represen¬ 
tatives.  Must  have  excellent  communi¬ 
cation  and  interpersonal  skills.  The  Bay 
City  Times,  a  Newhouse  newspaper, 
offers  excellent  salary  and  benefits.  For 
immediate  consideration,  please  send 
a  cover  letter  along  with  your  resume 
and  compensation  requirements  to: 

Mike  Gallagher 
Advertising  Director 
31 1  Fifth  Street,  Boy  City,  Ml  48708 


DISPIAY  ADVERTISING  A4ANAGER 
Nashville,  a  top  30  market  with  NHL 
and  NFL  teams,  has  an  opening  for  a 
Display  Advertising  Manager  at  The 
Tennessean.  Energetic  advertising 
executive  who  is  ready  to  lead  strong 
sales  team  into  the  21st  century  with 
creative  ideas  and  territory  devel¬ 
opment.  Display  Advertising  Manager 
is  responsible  for  46  retail,  national 
and  automotive  advertising  employees. 
Nashville  offers  excellent  lifesMe  at  a 
reasonable  cost  of  living.  The  Ten¬ 
nessean  offers  a  great  opportunity  in  a 
growth  market. 

Send  resume,  cover  letter  and  salary 
requirements  to: 

Gary  Wortel 
Advertising  Director 
The  Tennessean 
1 1 00  Broadway 
Nashville,  TN  37203 
Equal  Opportunity  Employer 


_ ADVERTISING _ 

RETAIL  SALES  MANAGER 

If  you  want  to  hove  the  Cascade  Moun¬ 
tains  at  your  back  and  the  beautiful 
Columbia  River  in  your  front  yard,  we 
may  be  the  place  you  are  looking  for.  This 
family  owned  paper  is  dedicated  to  giving 
you  the  freedom  to  succeed  and  the 
positive  environment  to  make  it  work. 
Send  your  resume  today.  Personnel 
Department,  The  Wenatchee  World,  1 4 
N.  Mission  Street,  Wenatchee,  WA 
98801  or  Fox  (509)  662-541 3. 


NASHVILLE’S  city  magazine  and  busi¬ 
ness  magazine  seeks  superstar  sales 
manager.  Unlimited  potential. 

Fax  (61 5)  843-4300 


ORLANDO  SENTINEL  INTERACTIVE  is 
currently  looking  for  a  Classified  Prod¬ 
uct  Manager.  Will  be  responsible  for 
managing  the  development  and  inte¬ 
gration  of  Classified  applications 
within  Orlando  Sentinel  Interactive  prod¬ 
ucts,  including  functionality,  integra¬ 
tion  in  content  and  promotion.  Will 
work  with  online  and  print  advertising 
sales  managers  to  ensure  that  sales 
goals  are  met.  Requirements  include: 
1  -3  years  of  online  experience;  2  years 
in  developing  and  operating  consumer 
products;  demonstrated  Knowledge 
and  understanding  of  e-commerce 
applications,  content,  sales,  marketing 
and  technical  functions;  demonstrated 
success  at  new  product  development 
and  launch;  Bachelor’s  degree  pre¬ 
ferred.  We  offer  a  competitive  starting 
salary  and  full  benefits.  Please  send 
your  resume,  including  the  source  ccxJe 
to  Orlando  Sentinel  Communications, 
Source  Code  OSC-CPM-KBR,  633 
North  Orange  Avenue,  Orlando,  FL 
32801-1349.  Fax:  (407)  420-5766 
krundle@orlandosentinel.com  EOE/MF 


SALES  MANAGER 

PennySaver  Publications  of  Pennsylva¬ 
nia  serving  the  Pittsburgh  market  place 
is  seeking  a  sales  manager  to  add  to 
its  sales  management  team.  We  have 
grown  to  over  76  editions  serving 
700,000  households  that  are  direct 
mailed  weekly. 

We  are  looking  for  someone  that  can 
lead  and  drive  revenue  for  one  of  our 
zoned  offices.  The  ideal  candidate  will 
have  sales  management  experience  in 
a  group  of  shoppers  or  weekly  pub¬ 
lications. 

Excellent  base  salary  with  rewarding 
bonus  program  paid  monthly  along 
with  outstanding  career  opportunity  to 
grow  with  a  strong  organization. 
Resumes  to  PennySaver  Sales  Manager 
Search,  51 1  Rodi  Road,  Pittsburgh,  PA 
1 5235  or  Fax  to  (41 2)  241  -7482. 


SEEKING  ENTHUSIASTIC  ADVERTIS¬ 
ING  professional  for  Advertising  Sales 
Manager.  Applicants  must  be  able  to 
lead,  train  and  motivate.  The  right 
person  will  be  sales  driven  with  the 
ability  to  be  creative  and  innovative  in 
j  the  development  of  soles  promotions. 
Submit  a  letter  of  interest  and  resume 
to  Tammye  Mineo,  advertising  director 
Odessa  American,  222  E.  4th  Street, 
Odessa,  TX  or  E-mail 

TJMineo@link.freeclom.com 


_ ADVERTISING _ 

THE  CAPE  COD  JOURNAL  seeks 
technology-sawy,  quick  thinkers  for  ad 
sales  department.  Sales  background  a 
must.  E-mail  resume  to  jobs@capecod.net 
or  fax: 

(508)420-5658 

ART/GRAPHICS 

MINIMUM  SIX  YEARS  experience 
managing  a  sizable  staff,  preferably 
newspaper.  Must  have  worked  with 
creative  assignment,  publishing  houses; 
developed  and  maintained  a  budget. 
Experience  with  interactive  technology 
a  plus;  knowledge  of  design  applica¬ 
tions,  extensive  awards  background. 
Apply  to  -  Ad  Creative/ AJC,  72 
Marietta  Street,  N.W.,  Atlanta  GA 
30303.  Send  six  non-returnable 
designs  and  resume.  Information 
received  by  February  1  given  pref¬ 
erence. 


NEED  ARTISTS  FOR  locator  maps  used 
in  travel  publication.  Regular  assign¬ 
ments.  For  information  contact,  NSH  at 
75330.1705@compuserve.com  or  mail 
to  M&PA,  23-00  Route  208,  Fair 
Lawn,  NJ  07410. 

CIRCULATION 

CIRCULATION  DIREaOR  WITH  prov¬ 
en  track  record  to  oversee  portfolio  of 
business  magazines.  Marketing  savvy. 
Creativity,  drive  and  results.  If  these 
words  hit  home,  join  our  fast  growing 
magazine  group.  Knowledge  and 
experience  needed  on  ABC  and  BPA 
audits,  paid  and  controlled  circulation 
strategy  and  tactics,  and  international 
circulation  development.  Send  resume 
and  salary  requirements  to  Box  08736, 
Editor  &  Publisher. 


ADMINISTRATIVE 


_ CIRCULATION _ 

AMERICAN  PUBLISHING  CO.  is  cur¬ 
rently  accepting  applications  for  cur¬ 
rent  or  future  openings  in  circulation. 

Current  Openings:  Circulation  Man¬ 
ager  -  The  Benton  Courier  is  seeking 
on  aggressive  and  experienced  indi¬ 
vidual  to  oversee  its  circulation 
department.  Must  have  a  proven  sales 
track  record  in  competitive  market,  be 
knowledgeable  in  all  aspects  of  circula¬ 
tion  ana  have  a  desire  to  implement 
innovative  ideas  to  stimulate  circulation 
growth. 

Benton  is  a  vibrant  and  growing  area 
25  miles  west  of  Little  Rock.  It  is  an 
ideal  location  to  raise  a  family  and  full 
of  recreational  opportunities.  Position 
includes  salary  arid  incentive  plan,  plus 
insurance  and  401  (k).  Please  fax 
resumes  to  Ron  Causey  at  (501)  315- 
3686. 

All  other  inquires  can  be  faxed  to 
(580)  233- 1 1 63,  ottn.  Hector  Cueva. 


CIRCULATION  DIREOOR 

Doily  newspaper  in  Southwest  Wyo¬ 
ming  seeks  self-motivated  circulation 
manager  who  can  closely  manage 
home  delivery  and  implement  effective 
marketing  strategies. 

We  are  seeking  a  person  with  great 
ideas  to  jump-start  circulation  and 
who  is  capable  of  implementing  new 
programs. 

Must  be  familiar  with  ABC  require¬ 
ments.  Good  salary  and  benefits 
package  for  right  candidate  with  expe¬ 
rience.  Send  resumes  to: 

Rocket-Miner  Newspaper 
P.O.  Box  98 

Rock  Springs,  WY  82902 


ADMINISTRATIVE 


JVLEOIATT 

managementXX 

Recruitment  Specialists 

Some  of  our  current  assignments; 

Advertising  Director  -  Midwest  daily  of  20,000 
circulation  plus  weeklies  seeks  sales  leader  to  forge 
new  direction.  $70K. 

Production  Director  -  Small  Midwest  market; 
handsKtn  Goss  Community  press  experience;  strong 
technical  and  people  skills.  $50K. 

Assistant  Packaging  Manner  -  Northwest  metro 
daily  seeks  strong  people-oriented  individual  to  run 
night  operation.  $60K. 


Contact  us  if  you  have  a  recruitment  need.. .or 
send  your  resume  for  current  or  future  openings. 

1605  ColonuJ  Parkway,  Suite  240  ■  Inverness,  IL  60067 
847.963.9300  ■  nun2@stametinc.com  ■  fax  847.934.6 
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CLASSIFIED 


HELP  WANTED 


_ CIRCULATION _ 

MANAGER  OF  CIRCULATION  SALES 

The  Oregonian,  the  Pacific  Northwest's 
largest  newspaper,  is  currently  seeking 
a  Manager  of  Circulation  Sales.  This 
position  is  responsible  for  managing 
all  circulation  sales  and  marketing 
activities.  The  Manager  of  Circulation 
Sales  will  work  closely  with  the  Circula¬ 
tion  Director,  Marketing  Director  and 
other  department  managers  in  the 
development  and  execution  of  circula¬ 
tion  and  newspaper-wide  marketing 
initiatives. 

The  Portland  metropolitan  area  is  a 
growing  and  dynamic  market  that 
requires  a  sales  manager  who  can 
develop  and  execute  strategies  that  will 
keep  pace  with  household  growth  and 
improve  subscriber  retention.  The 
Manager  of  Circulation  Sales  is 
responsible  for  the  implementation  of 
solid  order  production  practices,  the 
measurement  and  analysis  of  sub¬ 
scriber  retention  and  the  development 
of  soles  campaigns  that  will  motivate 
independent  contractors.  Sales  Repre¬ 
sentatives  and  telemarketing  agents.  This 
position  is  a  direct  report  to  the  Circulation 
Director  who  serves  as  chairperson  of  the 
circulation  promotion  committee  and  a 
member  of  the  newspaper  marketing 
committee. 

Requirements  for  this  position  include 
at  least  five  years  of  circulation  man¬ 
agement  experience  (preferably  in  the 
area  of  circulation  sales  and  market¬ 
ing),  a  proven  track  record  of  achiev¬ 
ing  circulation  volume  growth,  effective 
oral  and  written  communication  skills, 
and  the  ability  to  develop  and  execute 
detailed  action  plans,  basic  PC  skills 
(word  processing  and  spreadsheets) 
and  a  working  knowledge  of  Federal 
telemarketing  regulations. 

We  offer  a  competitive  salary  and 
benefits  package  with  additional  earn¬ 
ings  potential  in  the  form  of  com¬ 
missions.  For  consideration,  please 
forward  your  resume  and  salary  his¬ 
tory  to  (deadline  for  consideration  is 
January  25, 1 999): 

Employment  Manager 
The  Oregonian 
1 320  SW  Broadway 
Portland,  OR  97201 
Equal  Opportunity  Employer 


CIRCULATION  DIREQOR 

Seven-day  AM  regional  newspaper  in 
Zone  2  seeks  experienced,  energetic, 
nuts-and-bolts  person  to  head  circula¬ 
tion/distribution  operations.  Our  empha¬ 
sis  is  on  home  delivery,  but  we're  increas¬ 
ing  our  focus  on  single  copy.  We  want 
someone  who's  as  comfortable  in  the  field 
ashe/sheisatthe  computer.  We  expect  to 
grow  and  we  want  you  to  grow  with  us. 
Competitive  salary,  benefits  and  incentive 
program.  Reply  in  confidence  to  Box 
08741 ,  Editor  &  Publisher. 


_ CIRCULATION _ 

CIRCULATION  MANAGER 
I  Daily  Newspaper  in  Zone  3  has 
I  immediate  opening  for  hands-on  man- 
I  ager  to  oversee  Circulation  Depart- 
i  ment.  Position  offers  competitive  salary 
i  plus  bonus  and  comprehensive  benefits 
package.  Send  resume  to: 

Circulation  Director 
P.O.Box  10129 

[  Lynchburg,  VA.  24506 


i  CIRCULATION 

I  MARKETING  ASSISTANT 

j  Exceptional  hands-on  opportunity  to 
I  learn  just  about  all  you  need  to  know 
to  get  started  in  magazine  circulation 
in  New  York.  The  Editor  &  Publisher 
i  Company  is  looking  for  a  sharp, 
detail-oriented  and  organized  CIRCULA¬ 
TION  MARKETING  ASSISTANT,  report- 
!  ing  to  the  Director  of  Circulation  Morket- 
;  ing.  Position  is  responsible  for  direct  mail 
I  campaign  coordination,  back-end  analy- 
I  sis,  ABC  statement  preparation  and  circu- 
I  lation  modeling  support.  College  degree 
j  and  PC  spreadsheet  skills  mandatory.  FAX 
:  resume  and  cover  letter  to  DIRECTOR  OF 
CIRCULATION  MARKETING  (212)  691  - 
6939.  You  must  include  salary  history. 
Or  E-mail: 

davidw@mediainfo.com 

SINGLE  COPY  MANAGER 

I  Madison  Newspapers,  Inc.,  is  seeking 
a  self-starter,  organized  individual  to 
^  provide  leadership  to  our  Single  Copy 
’  Department.  This  customer  driven  indi- 
’  vidual  will  create  a  results  oriented  staff 
capable  of  meeting  annual  goals  and 
will  be  responsible  for  achieving  unit 
and  revenue  growth  through  a  team 
I  effort.  We  are  seeking  candidates  with 
;  a  high  school  diploma  or  equivalent  in 
;  work  experience  and  two  years  post  col- 
^  lege  experience  or  the  equivalent.  All 
i  candidates  must  have  at  least  two 
!  years  prior  sales  or  marketing  experi- 
:  ence  or  experience  in  a  related  field. 

The  ideal  candidate  will  have  strong 
I  problem  solving  skills,  excellent  people 
;  skills  and  knowledge  of  independent  con- 
!  tractor  laws,  sales,  marketing  and  dis- 
:  tribution. 

I  If  you  are  interested  in  this  full-time 
opportunity  with  comprehensive  bene¬ 
fits  please  send  a  resume  and  cover  let¬ 
ter  to  Madison  Newspaper,  Inc.,  Atten- 
!  tion  -  Human  Resources,  1901  Fish 
'  Hatchery  Road,  P.O.  Box  8056, 
j  Madison,  Wl  53708  through  January 
,  25, 1999. 

'  AFFIRMATIVE  AaiON/EQUAL 
OPPORTUNITY  EMPLOYER 

HOME  DELIVERY  MANAGER 

I  Zone  1  daily  newspaper  is  looking  for 
j  an  organized  and  responsible  individ- 
I  ual  to  oversee  home  delivery  in  the 
circulation  department.  This  is  a  perfect 
j  opportunity  for  a  District  Manager  seek- 
1  ing  the  next  career  step.  Responsibilities 
I  include  supervision  and  training  of  district 
I  manager  staff,  overseeing  collection 
I  efforts  and  promotion.  Excellent  salary 
I  and  benefit  package.  Send  resume  to  Box 
i  08742,  Editor  &  Publisher. 


_ CIRCULATION _ 

THE  ST.  PETERSBURG  TIMES  i 
FLORIDA'S  BEST  NEWSPAPER  | 
Seeks  an  experienced  circulator  for  the  1 
j  position  of  [Jeputy  Circulation  Director. 

I  You  will  report  directly  to  the  Circula- 
I  Hop  Director  and  develop/implement  ! 
j  strategic  direction  for  the  overall  j 
j  circulation  operation  with  particular 
!  focus  on  distribution,  transportation,  1 
fleet  and  facility  management.  j 

We  require  a  strong,  diverse  circula¬ 
tion  background.  Recent  experience  in 
I  distribution  center  management  is  pre-  j 
j  ferred.  If  you  possess  natural  lead-  I 
I  ership,  creativity,  boundless  energy  I 
'  and  initiative,  this  may  be  the  opportu-  , 
i  nity  for  you  to  join  a  nationally 
recognized  newspaper  located  on  the 
i  west  coast  of  Florida. 

'  Salary  commensurate  with  experience. 
Competitive  benefit  package. 

Send  resume  with  salary  requirements  ; 
via  fax,  (727)  893-8185,  by  E-mail,  j 
'  resumes@sptimes.com  or  regular  mail,  I 
'  The  St.  Petersburg  Times,  Attn,  Human 
Resources,  P.O.  Box  1 1 21 ,  St.  Petersburg, 
i  FL  33731. 

Equal  Opportunity  Employer 
USA  TODAY 

DIREQOR  OF  MARKETING 

We  have  an  immediate  opening  for  a  1 
Director  of  Marketing  to  develop  and 
coordinate  subscription  circulation 
growth  for  the  Nation's  #1  Newspa¬ 
per.  The  successful  candidate's 

responsibilities  include: 

•Developing  programs  to  increase  sub- 
I  scriptions 

^  ‘Developing  retention/reward  pro¬ 
grams  to  build  loyalty  among  current 
subscribers 

•Directing  the  Circulation  Field  staff  in 
increasing  subscripHon  circulation 
•Developing  strategic  business  part¬ 
nerships  to  achieve  growth  objectives 

Qualifications  include  an  under¬ 
graduate  degree  and  a  minimum  of  5  j 
'  years  of  manreting  experience  with  a  ’ 
historically  proven  track  record  of  sue-  ; 
cess.  Understanding  of  Magazine/ 
Newspaper  subscription  sales  a  plus. 
Strong  verbal,  written,  and  interpersonal  j 
1  communication  skills  are  required.  Please 
send  your  resume  with  salary  history  via 
mail/fax/E-mail  to: 

Doris  Kasold 
!  USA  TODAY 

1000  Wilson  Blvd 
Adington,  VA  22229 
Fax:  (703)  347-3185 
E-mail:  DKASOLD@usatoday.com  , 

!  USA  TODAY  is  now  accepting  applica- 
!  tions  for  a  Circulation  Manager  in 
:  Southern  California.  Responsibilities  I 
include:  the  management  of  a  team  of 
I  District  Sales  Managers,  including  ! 
interviewing,  and  development  of  the 
staff;  management  of  the  distribution 
system,  including  audits  and  route  com¬ 
pensation;  managing  circulation  draws  i 
and  sales;  managing  collections;  and  I 
selling  target  accounts.  The  self-  I 
I  motivated,  organized,  goal  oriented  ! 
I  individual  will  be  required  to  work  flex-  j 
I  ibie  hours  (early  morning)  and  must  be  j 
I  able  to  work  in  a  team  environment.  | 

i  Salary  60-65K.  Excellent  benefits. 

I  Send  resume  to:  1 

Paul  Banister,  Circulation  Director 

USA  TODAY  I 

P.O.  Box  6210  ! 

La  Palma,  CA  90622-62 10 


_ CIRCULATION _ 

ZONE  SALES  MANAGER 

The  Omaha  World-Herald,  a  state¬ 
wide  newspaper  with  combined  Sun¬ 
day  circulation  of  over  290,000,  has  a 
career  opportunity  in  its  Central 
Nebraska  region.  A  results-oriented 
manager  is  sought  to  direct  the  sales, 
service  and  operational  activities  in  this 
competitive  market. 

The  successful  candidate  will  have  prev¬ 
ious  circulation  management  experi¬ 
ence,  outstanding  interpersonal  skills, 
is  computer  literate  and  has  a  strong 
understanding  of  marketing  and  sales 
techniques  aimed  at  growing  circula¬ 
tion. 

Competitive  compensation  and  benefit 
package,  incentive  program  and  the 
potential  for  advancement  is  available 
for  Qualified  candidates.  To  apply  sub¬ 
mit  resume  and  salary  history  to: 

Omaha  World-Herald 
Mary  Simmonds,  Recruiting  Specialist 
1 4th  &  [)odge  Streets 
Omaha,  NE  68 1 02 
Fax:  (402)  444-1211 
E-mail:  msimmonds@owh.com 

EDITORIAL 

ARE  YOU  EAGER?  The  Huron  Dailv 
Tribune  has  an  opening  for  a  hard¬ 
working  writer.  You'll  get  a  chance  to 
do  everything  on  the  news  side  of  our 
six-day-a-week  small-market  newspa¬ 
per.  You  won't  get  rich,  but  you'll  get 
experience  you  won't  get  anywhere 
else.  Send  resume  and  writing  samples 
to  Mark  Ranzenberger,  Huron  Daily 
Tribune,  21 1  N.  Heisterman,  Bad  Axe, 
Ml  4841 3.  Call  (517)  269-6461 . 


ARTS  EDITOR 

A  60,000-circulation,  Zone  2  daily  is 
looking  (or  a  dynamic  editor  to  lead  an 
experienced  staff  producing  daily  and 
Sunday  arts  sections.  Applicants 
should  demonstrate  strong  leadership 
skills,  including  the  ability  to  coach 
staff  and  free-lance  writers.  Extensive 
writing  and  editing  experience  with  a 
daily  newspaper  required.  Send 
resume  and  work  samples  to  Box 
08726,  Editor  &  Publisher. 


ASSISTANT  CITY  EDITOR 

Lexington  Herald-Leader  seeks  an 
assignment  and  content  editor.  We  are 
a  Knight  Ridder  paper  ( 1 25,000  daily, 
1 60,000  Sunday)  in  the  hometown  of 
the  University  of  Kentucky.  Send 
resume  and  work  samples  by  January 
15  to  Tom  Caudill,  assistant  managing 
editor,  Lexington  Herald-Leader,  100 
Midland  Avenue,  Lexington,  KY 
40508.  EOEM/F 


E&P’s  Classified 

- ►  - 

The  newspaper 
industry’s  meeting 
place.  (Ill)  675>4380 
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HELP  WANTED 


_ EDITORIAL _ 

ASSISTAMT  CITY  EDITOR 

The  Times-Picayune,  New  Orleans’ 
Pulitzer  Prize-winning  daily,  seeks  a 
well  organized,  assertive  assistant  city 
desk  editor.  This  job  calls  for  strong  text¬ 
editing  and  staff  management  skills. 
A  great  opportunity  in  a  great  news¬ 
paper  town.  Send  resumes  and  clips 
to  Lynn  Cunningham,  assistant  to  the 
editor.  The  Times-Picayune,  3800 
Howard  Avenue,  New  Orleans,  LA 
70140. 

An  equal  opportunity  employer 

ASSISTANT  CITY  EDITOR  -  The  Sioux 
Falls  Argus  Leader,  the  largest  news¬ 
paper  in  South  Dakota  (51,000  daily; 
75,000  Sunday),  is  looking  for 
someone  to  help  make  our  writing 
shine.  Great  chance  for  a  veteran 
reporter  ready  for  management  or  for 
a  city  or  news  editor  at  a  smaller 
paper.  Send  resume  and  work  samples 
to  -  Mark  Dickerson,  AME/news, 
Argus  Leader,  Box  5034,  Sioux  Falls, 
SD  57117-5034.  Call  (605)  331- 
2327. 


ASSOCIATE  EDITORS 

New  Times  is  looking  for  associate 
editors  at  its  award-winning  weekly 
newspapers  in  Denver,  Miami,  and  Los 
Angeles. 

The  positions  require  fine  writing  and 
editing  skills  and  the  ability  to  help 
staffers  generate  strong  stories.  The 
interview  process  includes  an  extensive 
editing  test.  Applicants  for  Miami  and 
Los  Angeles  must  have  a  strong  back¬ 
ground  in  features,  film  and  the  arts. 
Denver  applicants  should  have  a  solid 
news  background. 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  IrK. 

P.O.Box  5970 
Denver,  CO  8021 7 
No  phone  calls  or  E-mail,  please 


ASSOCIATE  EDITOR 
Associate  editor  needed  for  two 
Orange  County  California-based  nation¬ 
al  consumer  legal  magazines. 

Degree  required,  Jaurnalism  preferred; 
some  magazine  or  newspaper  experi¬ 
ence  preferred.  Responsibilities  will 
include  editing  columns,  features  and 
reviews;  writing  news  and  features. 
Applicants  will  be  tested  on  copy  edit¬ 
ing  AP  style  and  writing  skills.  Salary 
in  Mid  20s.  Fax  cover  letter,  resume, 
salary  history  and  three  recent  clips  to 
(714)  751-5508;  mail  to  Magazine 
Department,  James  Publishing,  3505 
Cadillac  Avenue,  Ste.  H,  Costa  Mesa, 
CA  92627;  or  E-mail  to 

dteshimoQjomespublishing.com 

AWARD-WINNING  BUSINESS  weekly 
seeks  an  enterprising  reporter  to  work 
in  York,  PA  bureau,  covering 
manufacturing  and  real  estate.  2-5 
years  business  reporting  experience 
required.  Send  resume,  clips  to  Editor 
Elizabeth  Cummings,  Central  Penn  Busi¬ 
ness  Journal,  409  S.  Second  Street, 
Harrisburg,  PA  1 71 04. 


_ EDITORIAL _ 

BUSINESS  EDITOR  -  The  Oshkosh 
Northwestern  seeks  a  business  editor 
capable  of  breathing  new  life  into  our 
business  coverage  and  taking  a  lead 
role  in  launching  a  new  business  news 
product.  The  candidate  we  are 
interested  in  must  demonstrate  an 
innovative  approach  to  business  news 
as  well  as  ability  to  report  complex 
issues  in  a  concise  fashion.  2-3  years 
business  writing  experience  preferred.  | 
The  Northwestern  is  a  28,O0O  circula-  j 
tion  newspaper  in  an  economically  j 
thriving  location.  Send  cover  letter  i 
describing  how  you  would  make  our  > 
section  provocative,  informative  and  i 
essential  to  readers,  resume,  salary  his-  j 
tory  and  4-5  clips  to  Stewart  Rieckman, 
Executive  Editor,  Oshkosh  North-  | 
western.  Box  2926,  Oshkosh,  Wl 
54901 .  EEO  Employer.  : 


j  BUSINESS  NEWS  ENTREPRENEUR 
I  Help  redefine  business  news  wires. 

I  World-class  Managing  Editor  sought 
j  by  veteran  team  launching  start-up. 
i  Ambition,  enthusiasm  and  experience  | 
covering  real  estate  and  investments  | 
required.  Suburban  location  between 
New  York  and  Philadelphia.  Pay  plan 
includes  cash,  stock  options.  Send 
resume,  salary  history  and  letter  telling 
I  us  why  you  are  the  best  candidate  to: 

I  vnews@ibm.net 


BUSINESS  WRITER  -  The  Sun  News,  a 
50,000  -  circulation  Knight  Ridder  : 
newspaper  in  a  thriving  beach  resort  | 
community,  is  seeking  obusiness  writer  j 
to  cover  a  wide  range  of  topics  from  j 
banking  and  manufacturing  to  golf  ' 
and  tourism.  This  is  a  high  profile  b^t  I 
in  an  area  that  lives  on  tourism.  Prefer 
2-3  years  of  daily  newspaper  experi¬ 
ence  covering  business.  Please  contact 
Gwen  Fowler,  The  Sun  News,  P.O.  Box 
406,  Myrtle  Beach,  SC  29578.  E-mail: 
gfowler@thesunnews.com 


BUSINESS/INVESTIGATIVE 
j  REPORTERS 

I  Internationally  respected  newsletter  i 
^  publisher  looking  for  aggressive  and  | 
!  experienced  business/investigative  ! 
I  journalist  to  help  launch  a  new  monthly 
I  business  newsletter.  We’re  looking  for 
a  controct  (freelance)  editor  to  write 
and  edit  the  publication;  pay  and 
editorial  support  are  substantial.  You’ll 
be  affiliated  with  a  fast-growing  com¬ 
pany  (20  newsletters  and  journals)  that 
is  quickly  becoming  a  name  in  the  busi¬ 
ness  publishing  world.  The  successful 
candidate  will  have  at  least  five  years 
of  business/investigative  reporting 
experience  and  know  how  to  use  the 
Internet  and  other  electronic  sources. 
Send  resume,  writing  clips  and  cover 
letter  to  Mark  Ragan,  Ragan  Commu-  j 
nications,  316  N.  Michigan  Avenue,  I 
Chicago,  IL  60601 .  Or  contact  Ragan 
via  E-mail  at  Markr@Ragan.com 


COPY  DESIGNERS/EDITORS  -  The  Sun 
News,  a  50,000-circulation  Knight 
Ridder  newspaper  in  a  thriving  beach 
resort  community,  is  seeking  copy 
editors  with  design  skills.  Applicants 
should  have  strong  computer  and  copy 
editing  skills.  Must  have  excellent 
communication  skills  to  work  with 
reporters  and  editors.  Please  contact 
Gwen  Fowler,  The  Sun  News,  P.O.  Box 
406,  Myrtle  Beach,  SC  29578.  E-mail: 
gfowler@thesunnews.com 


_ EDfTORIAL _ 

CHICKEN  SOUP  for  the  Pet  Lover’s 
Soul  was  1 998’s  34th  bestselling  book! 
YOU  CAN  BE  PART  OF  THE  BESTSELL¬ 
ING  CHICKEN  SOUP  SERIES  IN  1999! 
Send  us  your  true  stories  about  pets 
and  people  that  will  uplift,  inspire  or 
entertain  and  be  published  in  Chicken 
Soup  for  the  Pet  Lover’s  Soul  IF”.  Pre¬ 
fer  600  words  -  1 200  max.  WE  PAY 
GENEROUSLY  FOR  EACH  PIECE  PUB¬ 
LISHED  and  contributors  have  a  short 
biography  in  the  back  of  the  book 
including  contact  information.  For 
details,  go  to  www.petstory.com 
Fax  (515)  472-3720  or 
E-mail:  ckline@lisco.com  or 
Send  to  Carol  Kline,  P.O.  Box  1262, 
Fairfield,  lA  52556.  Deadline  is  Feb¬ 
ruary  10,  1999.  Non-exclusive  rights 
only.  No  returns. 


COPY  DESK  CHIEF  -  Six-day,  16,000 
AM  seeks  savvy,  QuarkXPress  experi¬ 
enced  line  captain  to  strengthen  news¬ 
paper  on  Washington’s  gorgeous 
north  Olympic  Peninsula.  Good  salary, 
low  cost  of  living  and  much  less  rain 
than  Seattle.  If  you’re  in  Zones  8  or  9, 
send  resume  and  letter  giving  your 
ideas  of  the  role  of  the  copy  desk  in 
developing  the  ideal  community  news¬ 
paper  to  Rex  Wilson,  executive  editor. 
Peninsula  Daily  News,  P.O.  Box  1330, 
Port  Angles,  WA  98362,  or: 
rex.wilson@peninsuladailynews.com 
Questions?  (360)  41 7-3530 


EDITORIAL 

COPY  DESK  EDITOR 


The  Berkshire  Eagle,  the  32,000 
circulation  daily  and  36,000  Sunday 
in  the  cultural  Berkshires,  has  an  open¬ 
ing  for  a  copy  editor/page  designer 
on  the  night  copy  desk  who  can  handle 
wire,  local  and  feature  pages  with 
equal  enthusiasm.  This  editor  will  main¬ 
tain  high  quality  in  use  of  language, 
clarity  of  content  and  adherence  to 
news  policies.  Requirements:  college 
degree,  one  year  of  copy  editing  on  a 
daily  newspaper,  and  familiarity  with 
Web  journalism.  Pagination  experi¬ 
ence  with  Baseview  and  QuarkXPress  a 
plus.  Applications  from  the  Northeast 
preferred.  Send  letter,  resume,  refer¬ 
ences  and  work  samples  to  Alinda 
Shank,  Human  Resources  Department, 
The  Berkshire  Eagle,  P.O.  Box  1171, 
Pittsfield,  MA  01202  or  fox  (413)  442- 
7611.  ashonk@medianewsgroup.com 


COPY  EDITOR,  to  help  good  stories 
sparkle  and  paginate  pages  that  grab 
readers,  needed  at  20,000  PM.  Good 
grammar  and  editing  skills  required; 
QuarkXPress  helpful.  Send  resume, 
clips  to  Ginny  Wray,  editor,  Martinsville 
Bulletin,  P.O.  Box  371 1 ,  Martinsville,  VA 
24115;  call  (540)  638-8801  after  1 1 
a.m.;  or  E-mail  to: 

info@martinsvillebulletin.com  EOE 


EDITORIAL _ I _ EDITORIAL 


ABCNEWS.com 

Our  New  York  Office  currently  has  these  outstanding  opportunities  for  profes¬ 
sionals  CO  work  Wednesdays  -  Sundays: 

EDilORIHL  PRODUCER 

As  the  weekend  editor,  you  will  handle  major  breaking  news  stories  in  coordina¬ 
tion  with  ABCNEWS  national  and  intertutional  broadcast  desks,  senior 
marugement  and  editorial  scaffis.  Determine  story  selection  for  ABCNEWS.com, 
assign  weekend  news  coverage,  writc/edit  stories,  and  manage  production. 
Includes  top-level  editing,  overseeing  feature  (long-form)  matenal,  and  producing 
a  feature-ociented  weekend  website  schedule.  During  the  workweek,  you  will 
assist  the  Managing  Editor  with  story  editing  and  multimedia  packages. 

Requites  a  B.A.  in  Journalism  (M.A.  preferred)  with  )-»  years  editorial  expenence 
on  the  city  or  feature  desk  of  a  major  metro  daily  or  a  major  print  publication. 
Solid  marugement  background  must  include  assigning  news  coverage,  and 
shepherding  stories  through  the  production  process  in  coiKert  with  graphics, 
phmo  and  technical  production  teams.  Excellent  written  communication  skills 
(including  web  writing),  and  outstanding  conceptual  talent  essential. 

flSSOCIRIE  PRODUCER 

You  will  plan,  write  and  produce  the  daily  feed  of  ABCNEWS.coffl’s  original, 
superior  content  to  our  outside  panners  in  collaboration  with  editorial  staff. 

Help  the  Producer  to  identify  the  most  important  and  interesting  stories  on  the 
site,  and  follow  through  with  scheduling  and  production  coordination  to  package 
material  in  different  formats.  Reftesh  and  produce  ptomotiorul  copy,  and  create 
a  concise,  wtitten  daily  news  summary  for  partners  and  subscription  users. 

The  minimal  requirement  is  2+  years  production  experience  in  print,  broadcast 
or  Internet  journalism,  strong  organizational  and  plmning  skills,  ability  to  meet 
deadlines,  and  an  interest  in  Web  marketing  aixl  promotion.  Must  also  possess 
excellent  writing  and  copy  editing  skilU,  sound  news  judgement,  and  multitask¬ 
ing  expertise.  Proficiency  in  MS  Word,  HTML  and  FI  P  essential. 

To  apply  e-mail  resume,  contact  telephone  number  and  a  brief  note  to: 
hr.mail@online.disney.com  Be  sure  to  list  the  title  of  the  desired  position 
followed  by  ’ABCNE.WS.com’  in  the  subject  heading.  Please  advise  how  you 
found  our  advertisement.  Resume  with  cover  letters  can  also  be  faxed  to: 
212-448-4818.  We  regret  that  we  will  only  respond  to  applicants  whose 
qualifications  meet  our  interests.  EOE. 

O  Disney 
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HELP  WANTED 


_ EDITORIAL _ 

COPYEDITOR/DESIGNER 
Locafed  on  fhe  west  coast  of  Florida, 
the  award-winning  Sun  Herald  is  one 
of  the  fastest-growing  papers  in  the 
country.  We  are  looking  for  copy 
editors/designers  and  sports  copy 
editors  to  help  us  become  the  best  mid¬ 
sized  paper  in  the  country.  We  are 
looking  for  someone  who: 

•likes  competition  and  has  fhe  will  to 
win 

•can't  stand  errors 

•has  an  eye  for  design,  focusing  on 
precision  as  much  as  pizzazz 
•wants  to  work  with  the  latest  design 
and  pagination  programs 
•  is  never  satisfied  with  the  status  quo 

The  job  includes  design  and  editing  of 
pages  on  a  10-person  universal  desk, 
producing  four  editions  per  day. 
QuarkXPress  knowledge  a  plus.  If  this 
sounds  like  you.  E-mail  Michael 
Parsons  at  parsons@sunletter.com  or 
send  your  resume  and  some  tearsheets 
to  Charlotte  Sun  Herald,  attn:  Michael 
Parsons,  copy  desk  chief,  23170 
Harborview  Road,  Charlotte  Harbor, 
FL  33980. 


COPY  EDITOR;  Aggressive  copy  editor 
sought  for  Capital  city  daily.  Benefits 
include  great  location  near  Delaware 
beaches,  health  and  dental  coverage, 
401  (k),  generous  time  off  policy.  Send 
resume,  work  samples  to  Andrew 
West,  managing  editor,  Delaware 
State  News,  P.O.  Box  737,  Dover,  DE 
1 9903;  or  E-mail  to: 

awesl@newszap.com 


COPY  EDITOR 

Copy  editor  needed  for  busy  five- 
person  copy  desk  on  this  20,(300 
circulation  seven-day  newspaper  in 
Zone  3.  The  successful  candidate  will 
write  accurate  and  snappy  headlines, 
edit  local  and  wire  copy  and  will  be 
able  to  paginate  quickly  using  QuarkX¬ 
Press.  Located  close  to  several  major 
metro  areas.  Send  letter,  resume  and 
design  clips  to  Box  08730,  Editor  & 
Publisher. 


COPY  EDITORS,  are  you  making 
$80,000  a  year?  I  thought  not.  I’m  a 
retired  newspaper  editor  making  $40 
an  haur  copy-editing  book  manu¬ 
scripts  for  small  independent  pub¬ 
lishers,  of  whom  there  are  at  least 
10,000  in  a  booming  industry.  If  I 
wanted  to  do  this  full  time  (I  don't)  I 
could  make  $80,000  a  year,  assuming 
I  could  get  sufficient  clients.  I  can  put 
you  into  this  pipeline  and  give  yau  a 
cash  cow.  Can  be  done  in  your  spare 
time.  I  sell  (1 )  a  test  and  (2)  a  complete 
kit  of  info  that  includes  a  mailing  list  of 
3,000  publishers,  plus  where  and  how 
to  advertise.  (A  permanent  classified 
ad  in  a  certain  publication  is  the  key  to 
my  success.)  You  can  buy  either  ar 
both.  Write  for  details  to  Robert  A. 
Juran,  20248  Molallo  Avenue,  #38, 
Oregon  City,  OR  97045.  Questions? 

Call  (503)655-9255 


_ EDITORIAL _ 

COPYEDITORS 

i  LOOKING  FOR  THE  RIGHT  FIT? 

The  News-Times  in  Danbury,  CT 
(38,000  daily;  45,000  Sunday)  may 
be  the  place.  We  have  two  openings 
on  our  universal  desk  and  the  flexibility 
to  structure  them  in  a  number  of  ways. 

PAGE  DESIGNER 

Handle  everything  from  A-1  to  the 
obituary  page  as  part  of  our  design 
team.  Wark  with  a  solid  group  of 
^  wordsmiths  to  produce  attractive  cam- 
I  pelling  pages. 

;  SPORTS  COPY  EDITOR 

Roll  up  your  sleeves  and  help  assemble 
a  section  that  stresses  local  coverage, 
but  serves  up  a  solid  package  of  major 
college  and  pro  sports  as  well. 

I  VERSATILE  PROS 

[  Maybe  you'd  like  to  do  a  little  of  both. 

(  Or  maybe  you'd  like  to  put  pages 
aside  a  couple  of  nights  a  week  and 
!  help  make  sure  we  get  the  words  right. 

If  you’re  good  at  what  you  do,  compati¬ 
ble  in  a  team  setting  and  have  QuarkX¬ 
Press  or  other  pagination  experience, 
we  might  be  a  match.  Send  a  cover  let¬ 
ter,  resume  and  a  few  design  clips  to 
i  Walt  VanDusen,  managing  editor/ 
j  Production,  The  News-Times,  333 
I  Main  Street,  Danbury,  CT  068 1 0. 

I  - 

j  COPYEDITORS 

!  The  Corpus  Christ!  Caller-Times,  a 
70,000  AM  daily  on  the  Texas  Gulf 
I  Coast,  is  seeking  copy  editors  to  join  its 
i  expanding  news  copy  desk.  Our 
j  editors  get  to  learn  all  aspects  of  the 
^  editing/pagination  process,  but  also 
j  are  able  to  specialize  in  aspects  they 
)  enjoy  most.  We  prefer  candidates  with 
at  least  one  year  of  experience  on  a 
daily's  news  copy  desk,  but  will  consider 
j  recent  journalism  graduates  who  have 
particularly  strong  college  or  intern 
experience.  The  Caller-Times  is  consis- 
I  tently  among  the  most  recognized 
!  newspapers  in  Texas  and  the  Southwest, 
earning  awards  for  content  and  pre¬ 
sentation.  We  believe  strongly  in  pro¬ 
viding  reader-friendly  pages  that  take 
i  advantage  of  newspapers'  greatest 
j  strength  -  depth  of  coverage.  Competitive 
I  salary,  excellent  benefits  and  a  relocation 
allowance. 

i  Send  resume  and  work  samples  to: 

Steve  Masters,  News  Editor 
Corpus  Christ!  Caller-Times 
P.O.  Box  91 36 
Corpus  Christi,  TX  78469 
E-mail  smasters@trip.net 

COPY  EDITOR 

Suburban  Philadelphia  34,000  AM 
seeks  accurate,  design-oriented  copy 
editor  with  pagination  experience.  We 
have  received  national  recognition  for 
local  news  and  sports  coverage  and 
are  part  of  a  growing  group.  Send  let¬ 
ter,  resume,  samples  to  Raymond  J. 
Lamont,  managing  editor.  Daily  Local 
News,  250  N.  Bradford  Avenue,  West 
Chester,  PA  1 9382. 


_ EDITORIAL _ 

COPYEDITOR 

The  Morning  Call  in  Allentown,  PA,  is 
looking  for  a  copy  editor.  The  suc¬ 
cessful  candidate  will  have  excellent 
grammar,  spelling  and  editing  skills 
and  write  bright,  accurate  headlines. 
Layout  experience  helpful.  Send 
resume  and  headline  samples  to  Diane 
A.  Stanczak,  news  editor.  The  Morning 
Call,  101  N.  6th  Street,  P.O.  Box 
1 260,  Allentown,  PA  1 8 1 05- 1 260. 

COPYEDITOR 

The  (Everett,  WA)  Herald,  a  55,000- 
circulatian  daily  35  miles  north  of  Seat¬ 
tle,  is  looking  for  an  experienced  copy 
editor  with  strong  editing  skills,  supe- 
i  rior  news  judgment  and  proficiency  in 
I  newspaper  design.  The  majar  respon¬ 
sibilities  include  editing  copy  for 
grammar,  spelling,  style,  accuracy  and 
content,  writing  headlines  and  cutlines, 

I  designing  news  pages  using  electronic 
pagination  tools  and  proofing  news 
pages 

Minimum  requirements  for  the  position 
include  daily  newspaper  editing  expe¬ 
rience,  demonstrated  ability  to  write 
bright,  accurate  headlines  and  phota 
captions,  mastery  of  Associated  Press 
style,  knowledge  of  local,  national  and 
world  issues,  skilled  in  using  Microsoft 
Word  and  QuarkXPress  editing  and 
I  layout  tools,  ability  to  work  fast  and 
accurately  on  deadline,  ability  to  work 
effectively  within  a  team  structure, 
i  ability  to  work  constructively  with 
!  reporters,  photographers  and  other 
i  newsroom  personnel,  and  a  four-year 
college  degree  or  equivalent. 

1  To  apply  send  a  resume  and  recent 
!  work  samples  to  The  Herald,  attn.  Solly 
Birks,  P.O.  Box  930,  Everett,  WA 
98206.  E-mail  plain  text  or  Microsoft 
Word  6.0  to  birks@heraldnet.com 


_ EDITORIAL _ 

COPYEDITOR 

The  Rutland  Herald,  the  award  win¬ 
ning  state  newspaper  of  mid-Vermont, 
has  an  opening  (or  a  copy  editor.  This  is 
an  excellent  opportunity  to  join  a  long- 
established  independent  newspaper 
with  a  strong  statewide  and  local  report. 
If  you  are  an  energetic  copy  editor  who 
can  design  dynamic  pages,  join  the 
Herald’s  fully  paginated  (QuarkXPress) 
copy  desk.  Knowledge  of  Northeast 
preferred.  Send  letter,  resume  and 
sample  pages  to  John  Van  Hoesen, 
managing  editor,  P.O.  Box  668,  Rutland, 
VT  05702. 


I  DO  YOU  THINK  GOVERNMENT  IS 
!  INTERESTING?  And  can  you  write  about 
it  inaway  that  will  show  readers  how  state 
government  affects  their  lives?  If  so,  the 
Lexington  Herald-Leader  is  looking  for 
you  for  its  bureau  in  Frankfort,  Kentucky’s 
capital,  30  miles  from  Lexington.  We  want 
reporters  who  con  dig  into  the  workings  of 
state  government  and  understand  its 
:  details  -  but  who  won't  get  bogged  down 
j  in  insider  baseball.  We  want  writers  who 
'  can  take  bureaucrat-speak  and  turn  it  into 
!  lucid  and  compelling  prose.  We  want  self- 
;  starters  who  will  thrive  in  a  competitive 
j  market.  Experience  covering  state  gov- 
;  ernment  or  knowledge  of  KY,  a  plus, 
j  Send  10-12  clips,  resume  with  references 
1  and  cover  letter  detailing  your  reporting 
I  strengths  and  areas  of  interest  to  Angie 
I  Muhs,  government  editor,  Lexington 
j  Herald-Leader,  100  Midland  Avenue, 
j  Lexington,  KY  40508. 

;  _ EOEM/F _ 


:  EDITOR-IN-CHIEF  -  horsesmouth,  a 
I  NYC-based  financial  Internet  service, 

I  seeks  strong  leader  to  head  editorial 
!  team.  Senior  management,  strong  writ- 
I  ing  experience  a  must;  prefer  daily/ 
financial/Web  experience.  More  at 
www.horsesmouth.com  (jobs) 


i  Don’t  miss  the  Help  Wanted 
ads  in  this  week’s 

NEWSPAPER 
WORKPLACE  & 
EMPLOYMENT 
FEATURE 

CHICAGO  SUN-TIMES 
Investor’s  Business  Daily 

For  People  Who  Choose  To  Succeed 
See  page  31,  32 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

EDITOR  -  WEF  is  seeking  an  Editor  for 
o  bimonthly  magazine  and  quarterly 

f>roduct  tabloid.  Degree  in  Journa- 
ism,  English,  Engineering  or  Physical 
Sciences;  5+  years  magazine  experience; 
computer  literate;  comfortable  with  math 
including  standard  international  units; 
prefer  background  in  environmental 
issues.  Reply  to  Ms.  Eller  at  hrinfo@>vef.org 
in  ASCII  form  or  mail  to  Ms.  Eller,  WEF, 
601  Wythe  Street,  Alexandria,  VA 
22314. 

FAX  (703)  684-2489 


EDITOR/DESIGNER 

Growing  24,000  7-day  AM  needs 
pagesmith  for  spiffy  design,  snappy 
heads.  Experienced  or  rookie.  Benefits 
include  southern  Idaho’s  outdoor 
splendor:  skiing,  fishing,  whitewater, 
rock  climbing.  Send  resume,  clips, 
reference  list  to  Clark  Walworth, 
managing  editor.  The  Times-News, 
P.O.  Box  548,  Twin  Falls,  ID  83303. 
See  our  web  site  at: 

www.magicvalley.com 


EDITOR:  PRIMEDIA  Intertec,  a  business 
magazine  publisher  of  Fortune  1000 
division  is  seeking  an  outgoing  top 
editor  to  manage  a  monthly  senior 
health  publication.  Responsible  for  all 
magazine  phases:  supervising  editorial 
direction,  staff  and  deadlines;  maga¬ 
zine  production;  serving  as  art  direc¬ 
tion  liaison.  Strong  writing,  planning, 
editing  and  customer  service  skills 
required.  Minimum  5  years  experience 
as  top  level  editor.  Requires  B.A.  in 
Journalism,  English  or  related  field. 
Knowledge  of  Spanish  is  helpful.  Com¬ 
petitive  compensation  and  generous 
benefits  package  offered.  To  apply 
your  talents,  send  cover  letter  with 
resume,  and  salary  requirements  to 
Human  Resources  Manager-EP/CPE, 
PRIMEDIA  Intertec,  P.O.  Box  8987, 
Malibu,  CA  90265-8987.  Fax:  (310) 
317-0072. 

www.miramar.com  EOE 


EDITORS  &  WRITERS  WANTED 
Monthly  bulletin  lists  200-1-  current 
openings  nationwide.  Entry/early 
career.  Writer-Editor-EP,  P.O.  Box 
40550,  51 36  MacArthur,  Washing¬ 
ton,  DC  2001 6;  (703)  506-4400. 


EXPERIENCED  HIGH-TECH  FREELAN¬ 
CERS  to  write  features  on  multiple 
topics  for  weekly  telecom  trade  maga¬ 
zine.  Competitive  pay.  Contact 
Features  Editor: 

michael_hanley@intertec.com 


EXPERIENCED  REPORTER  CAN  earn 
up  to  $30,000  for  police  and  court 
beats  for  family-owned  daily  in  Elko, 
NV.  Paper  has  circulation  of  8,000 
and  offers  profit  sharing,  incentive 
bonuses,  vehicle  allowance  and  health 
insurance.  Fox  resume  to: 

(775)738-2215 


GOVERNMENT  REPORTER  AND 
photo  journalist  sought  at  six-day  daily 
in  Northwest  Arizona.  Good  pay, 
good  benefits.  Call  Editor  Sean 
McMahon  at  (520)  753-6397  Ext.  224 
or  fax  resume  to  (520)  753-5661 . 


_ EDITORIAL _ 

GUIDE  EDITOR 

The  Press-Enterprise,  a  1 65,000  daily 
in  booming,  sunny  competitive  southern 
California,  is  looking  for  an  extraordinary 
imaginative  individual  knowledgeable 
about  all  forms  of  entertainment,  includ¬ 
ing  community  events,  festivals  and  fairs. 
Editor  will  coordinate  with  the  Entertain¬ 
ment  Editor  on  the  use  of  staff  and 
stringers.  Internet  research  capabilities 
and  QuarkXPress  software  knowledge  a 
plus.  Send  resume,  work  samples  and 
references  to  Sally  Ann  Mass,  AME,  P.O. 
Box  792,  Riverside,  CA  92502,  or  fax  to: 

(909)782-7613 


INTERNETNEWS 

CORRESPONDENTS 

Internet  startup  run  by  experienced 
business  news  professionals  is  hir¬ 
ing  part-time  correspondents  in 
Seattle,  Los  Angeles,  Denver,  Dallas, 
Minneapolis,  New  Orleans,  Chicago, 
Detroit,  Memphis,  New  York,  Boston, 
Philadelphia,  Atlanta  and  other  U.S. 
cities.  We  seek  aggressive  and  produc¬ 
tive  reporters  wim  highest  journalis¬ 
tic  and  ethical  standards  to  write  timely, 
clear  and  penetrating  spot  and  enter¬ 
prise  news  stories  on  business,  including 
real  estate.  If  you  think  you're  a  candi¬ 
date,  please  E-mail  to  vnews@ibm.net 
a  resume  and  letter  outlining  your  qual¬ 
ifications  to  join  the  newswire  of  the 
future,  VertiNews.com 


MANAGING  EDITOR  -  Aggressive 
Zone  2  seeks  second  in  command 
to  help  run  newsroom  nights  and 
weekends.  Seek  mentor,  assignment 
editor,  quality  enforcer  for  45,000 
daily  and  Sunday.  Send  clips  and 
references  to  Box  08720,  Editor  & 
Publisher. _ 

MANAGING  EDITOR.  Upstate  New 
York  newspaper  seeks  dynamic,  expe¬ 
rienced  Managing  Editor  to  lead  a  staff 
of  25  plus,  develop  news  product  in  a 
competitive  market,  supervise  budget 
and  serve  as  a  link  to  the  community. 

The  ideal  candidate  will  have  a  strong 
sense  of  local  news  -  That  is  our 
franchise.  Ability  to  deliver  a  newspa¬ 
per  ranging  from  community  briefs  to 
impact  enterprise  reporting.  Experience 
in  news  room  administration  and  news 
product  marketing  desired. 

This  person  will  have  an  opportunity  to 
build  a  staff  capable  of  delivering  a 
knockout  product  certain  to  build 
circulation  and  generate  awards.  The 
top  editorial  position,  the  Managing 
Editor  reports  to  the  publisher  and 
works  as  part  of  a  team  “growing”  a 
highly  professional,  competitive  news¬ 
paper. 

Competitive  salary  based  on  experi¬ 
ence  beginning  in  the  40s.  Full  range 
of  benefits.  Opportunity  for  pro¬ 
fessional  growth  as  port  of  a  nationally 
recognized  newspaper  group. 

Interested?  Respond  in  confidence  with 
letter  of  introduction,  resume,  work 
samples  and  salary  history  to  Box 
08734,  Editor  &  Publisher. 


_ EDITORIAL _ 

JOIN  OUR  AGGRESSIVE  news  team: 
Assistant  News  Editor  and  General 
Assignment  Reporter  positions  open. 
Monday- Saturday  PM  located  in  North 
Central  Illinois.  Editing  and  layout 
experience  helpful.  Previous  newspa¬ 
per  experience  and  knowledge  of  local 
overnment  helpful.  Assistant  News 
ditor  will  split  workweek  between  edit¬ 
ing  and  reporting  duties.  Excellent 
benefits.  Send  clips  and  resume  to 
Joyce  McCullough,  NewsTribune,  426 
Second  Street,  La  Salle,  IL  61 301 . 

UFESTYLE  EDITOR 

Live  in  the  Carolinas  on  the  beautiful 
southeastern  seaboard.  This  1 3,000 
circulation  daily  is  seeking  someone 
with  strong  community  relations  skills  to 
head  our  Lifestyles  department  and 
bring  a  new  sense  of  direction.  Position 
involves  writing,  page  design,  and  edit¬ 
ing  responsibilities.  Send  your  resume 
and  samples  of  your  work  to  Manag¬ 
ing  Editor,  Daily  Herald,  P.O.  Box 
728,  Roanoke  Rapids,  NC  27870  or 
_ Fox  (252)  537-2314 _ 


METRO  EDITOR 

The  Seattle  Times  seeks  a  high-energy, 
news-sawy  metro  editor  to  direct  its 
local  reporting  staff.  The  position  offers 
considerable  challenges  and  equal 
rewards.  The  Seattle  area  is  one  of  the 
nation’s  most  dynamic  news  play¬ 
grounds,  and  is  confronting  a  dramat¬ 
ic  array  of  social,  economic  and  politi¬ 
cal  changes  into  the  next  century.  The 
Times  is  an  award-winning  news  oper¬ 
ation  with  a  strong  ethic  in  investiga¬ 
tive  and  public-affair  reporting,  a  staff 
of  knowledgeable  veterans  and  hungry 
young  runners,  and  a  shared  ambi¬ 
tion  to  get  even  better.  It  publishes 
in  a  rare  and  exciting  competitive  envi¬ 
ronment,  and  is  committw  to  its  dis¬ 
tinction  as  one  of  the  nation’s  last  large 
family-owned  newspapers.  The  metro 
editor  will  have  primary  responsibil¬ 
ity  for  the  smooth,  quick  and  creative 
running  of  the  newsroom’s  core  depart¬ 
ment,  and  will  be  a  chief  liaison  to 
the  news  desk,  photo  and  graphics, 
and  the  other  news-gathering  stoffs. 
The  person  will  work  with  a  team  of 
assigning  editors  to  sharpen  the  daily 
news  report,  to  pursue  smart  enter¬ 
prise  stories  off  the  news  and  to  bring 
more  edge  to  our  beat  coverage. 
Candidates  must  have  proven  skills  at 
judging  news  and  motivating  people 
in  a  successful  daily  news  operation. 
Please  send  resume,  samples  of  break¬ 
ing-news  and  enterprise  coverage, 
and  cover  letter  summarizing  strengths 
and  news  philosophy  to  PATRICIA 
FOOTE,  AME/HIRING,  THE  SEAHLE 
TIMES,  P.O.  BOX  70,  SEAHLE,  WA 
98111. _ 

MANAGING  EDITOR  -  If  challenge, 
opportunity  and  competition  light  your 
fire.  If  creating  a  productive  team 
atmosphere  gives  you  goose  bumps.  If 
community  journalism  is  your  mantra. 
You  may  be  our  managing  editor.  You 
will  direct  day  to  day  operations  of  a 
30-person  newsroom  with  an  eclectic 
mix  of  old  pros  and  neophytes.  You 
will  connect  with  an  affluent  and 
sophisticated  community  that  includes 
Florida  and  national  leaders  in  busi¬ 
ness,  the  professiotis,  government, 
education  and  the  arts.  And  you  will 
publish  a  bright,  fresh  product  daily 
that  yells,  “This  is  Boca  Raton,  Florida!” 
Interested?  Contact  -  Michael  Martin, 
publisher.  The  Boca  Raton  News,  33 
S.E.  3rd  Street,  Boca  Raton,  FL  33432. 


_ EDITORIAL _ 

MANAGING  EDITOR 

Busy  weekly  newspaper  located  two 
blocks  from  the  Atlantic  in  MarylarKl’s 
largest  resort  town  is  seeking  an  expe¬ 
rienced,  energetic  managing  editor  to 
manage  several  publications.  Excellent 
teamwork  and  leadership  skills  are  a 
must.  Duties  include  providing  feed¬ 
back  to  newsroom,  staff,  developing 
and  directing  paper  content  and 
design,  and  maintaining  close  com¬ 
munity  contacts.  Qualified  applicants 
will  hove  a  B.A.  in  a  related  field,  at 
least  five  years  reporting  and  editing 
experience  and  two  years  manage¬ 
ment  experience.  Send  resumes  to: 

The  Daily  Times 
Attn.  Human  Resources 
P.O.  Box  1937 
Salisbury,  MD  2 1 802 


METRO  EDITOR 

The  Daily  Journal,  Kankakee,  Illinois,  is 
seeking  a  hands-on  Metro  Editor  with 
a  passion  for  community  journalism 
and  experience  in  news  leadership 
which  can  help  us  grow  this  30,000 
evening  daily  located  in  beautiful  farm 
country  60  miles  south  of  Chicago. 
Will  supervise  a  staff  of  six  covering 
three  contiguous  cities. 

Candidates  should  be  team  players, 
with  good  editing  and  supervisory 
skills.  Pagination  ability  would  be  a 
plus.  JourrKilism  or  English  degree  pre¬ 
ferred. 

Send  letter  of  application  and  resume 
to: 

Phil  Angelo 
Managing  Editor 
The  Daily  Journal 
8  Dearborn  Square 
Kankakee,  IL  60901 

Application  deadline: 
_ Felaruary  1 5, 1 999 _ 

METRO  REPORTERS 

Opportunities  for  reporters  who  love 
politics  and  government  and  how  they 
affect  people.  Must  be  able  to  see 
larger  stories  and  produce  major 
takeouts  on  issues  and  trends  as  well 
as  daily  stories.  Openings  in  two 
bureaus  of  The  Press-Enterprise,  the 
leading  daily  newspaper  in  Southern 
California’s  growing  Inland  Empire. 
Send  resume,  work  samples  and 
references  to  Joe  Happ,  Assistant  to  the 
Editor  and  Publisher,  The  Press- 
Enterprise,  Box  792,  Riverside,  CA 
92502. 


EDITORIAL 


INTERNATIONAL  News 
Agency  seeks  excellent  re¬ 
porters  to  cover  the  Caribbean. 
Must  have  proven  writing  talent 
and  ability  to  work  independently 
on  features  and  hard  news.  E- 
mail  cover  letter  and  resumes  to 
dperry@prtc.net  or 
fax  at  (787)  783-4425 


www.mediainfo.com 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

METRO  REPORTER 

40,0C)0-circulation  daily  in  central 
Maine  seeks  experienced  reporter  for 
metro  beat.  Must  have  hard  news/ 
feature  writing  abilities.  Passion 
required.  Send  resume/clips  to  Carol 
Coultas,  managing  editor/days,  Sun 
Journal,  P.O.  Box  4400,  104  Park 
Street,  Lewiston,  ME  04240-4400;  or 
E-mail  to  ccooltas@sunjournal.com 


MUSIC  EDITORS 

New  Times  has  immediate  openings  | 
for  music  editors  at  its  weekly  newspa-  I 
pers  in  Houston,  San  Francisco  and  Ft. 
Lauderdale.  Strong  writing  skills  essen¬ 
tial.  Job  entails  planning/editing  music  I 
section,  hiring  freelance  reviewers,  and  | 
writing  a  local  music  column  as  well  as 
non-music  feature-length  pieces.  Send  | 
cover  letter,  resume  and  five  best  clips  j 
to  Andy  Van  De  Voorde,  executive  I 
associate  editor.  New  Times  Inc.,  P.O.  i 
Box  5970,  Denver,  CO  802 1 7.  I 

No  calls  or  E-mail,  please 


NEWS  EDITOR 

The  Durango  Herald  seeks  a  news  j 
editor  to  design  and  execute  Page  1 ,  | 
oversee  copyediting  and  pagination  ! 
throughout  the  paper,  and  direct  a  six-  i 
person  news  desk.  The  job  requires 
strong  news  judgment,  creative  page 
design  and  headline  writing,  mastery 
of  newswriting  style  and  grammar,  the 
ability  to  supervise  and  teach  sub¬ 
ordinates,  and  the  ability  to  build 
pages  in  QuarkXPress.  See  our  Web 
site  at  www.durangoherald.com 
Pleose  send  letter,  resume  and  work  i 
samples  ta  David  Staats,  managing  l 
editor.  The  Durango  Herald,  P.O.  j 
Drawer  A,  Durango,  CO  81302.  I 


NEWS  REPORTER  I 

Entry-level  news  reporter  needed  for 
daily  Media  General  newspaper  in  the 
Northern  Virginia  area.  Bachelor's 
degree  required  and  at  least  one  year 
professional  writing  experience  pre-  j 
ferred.  Send  resume  and  at  least  three  ! 
clips  to:  I 

Tom  Clark,  Managing  Editor  j 

Journal  Messenger 
9009  Church  Street 
Manassas,  VA  20 1 1 0 
or  fax  to  (703)  368-901 7 

Equal  Opportunity  Employer 


ONLINE  COMMUNITY  EDITOR  i 

The  St.  Louis  Post-Dispatch,  the  flagship 
of  Pulitzer  Publishing  Co.,  is  seeking  a 
community  editor  for  its  online  pub-  j 
lication,  www.postnet.com  Initial  job  J 
responsibilities  will  include  developing  ' 
and  maintaining  the  community  area  i 
of  the  Web  site;  building  and  maintain-  j 
ing  a  community  handling  some  | 
routine  production  duties.  A  college  | 
degree  and  at  least  three  years'  expe¬ 
rience  in  daily  journalism  is  preferred. 
Send  resumes  to  Cynthia  Todd,  director 
of  recruitment,  St.  Louis  Post-Dispatch, 
900  N.  Tucker  Boulevard,  St.  Louis, 
MO  63101.  The  application  deadline 
is  January  25,  1 999.  j 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.com  •  michelea@mediainfo.com 


_ EDITORIAL _ 

NIGHT  CITY  EDITOR:  High  Point 
Enterprise,  a  32,000  morning  daily  in 
the  Piedmont  Triad  of  North  Carolina, 
seeks  a  newsroom  veteran  with  strong 
communication  and  editing  skills  and 
journalism  instincts  to  serve  os  night 
city  editor.  The  successful  applicant  will 
need  to  be  able  to  supervise  a  12- 
person  reporting  staff  at  night  under 
deadline  pressure,  as  well  as  make 
critical  editorial  decisions  on  breaking 
news  as  far  as  content  and  story  place¬ 
ment.  The  applicant  must  be  able  to  do  j 
layout  at  least  twice  a  week  and  prefer¬ 
ably  have  working  knowledge  of  pag¬ 
ination.  Applicant  must  be  willing  to  work 
on  weekends  and  fill  in  for  city  editor  as 
needed. 

Send  inquiries  to: 

Ken  Irons,  Managing  Editor 
High  Point  Enterprise 
2 1 0  Church  Avenue 
High  Point,  NC  27262 
or  E-mail:  editor@hpe.com 


REPORTER  -  The  Jewish  State,  inde¬ 
pendent  community  weekly,  seeks  self¬ 
starter  with  knowledge  of  Jewish 
affairs.  Resume,  5  clips,  references, 
TJS,  Suite  203,  320  Raritan  Avenue, 
Highland  Park,  NJ  08904. _ 

REPORTER  NEEDED 

Hard-working,  enthusiastic,  enterpris¬ 
ing  reporter  needed  for  opening  at  this 
seven-day  morning  20,000  circulation 
newspaper  in  Zane  3.  One  to  three 
years  experience  preferred.  Salary 
range  commensurate  with  experience 
level.  Growing  rural/suburban  area 
close  to  several  major  cities  and  the 
nation's  capital.  Send  resume  and  clips 
to  Box  08729,  Editor  &  Publisher. _ 

REPORTER/COPY  EDITOR  wanted  for 
top  small  daily  in  Southwest.  Good 
opportunity  for  recent  graduates  or 
those  with  a  little  experience.  Send 
resume,  letter  to  rkfoster@caverns.com 
or  moil  Editor,  P.O.  Box  1629, 
Corlsbod,  NM  88221 . _ 

REPORTER 

Century-old  Queens  (NYC)  News¬ 
weekly  seeks  experienced  stringer  for 
evening  coverage  of  community  meet¬ 
ings  and  events.  Photographic  skills 
preferred.  Pay  commensurate  with 
experience.  Resume,  clips  and  cover  let¬ 
ter  to  Times  Newsweekly,  Editorial 
Department,  P.O.  Box  299,  Ridge¬ 
wood,  NY  1 1 386  or 

_ Fox  (71 8)  456-01 20 _ 


REPORTER 

Join  our  award-winning  reporting  staff 
at  a  truly  historic  time  -  new  color 
presses,  new  design,  new  feature  sec¬ 
tions.  Unparalleled  opportunity  to  do 
good  work,  contribute  to  exciting 
changes  and  have  fun.  You'll  work 
hard,  too.  Searching  for  a  versatile, 
smart,  collaborative  reporter.  Prefer  1  - 
3  years  experience  on  newspapers. 
Send  resume,  references  and  three 
clips  to  Cindy  Chapman,  city  editor. 
The  Monroe  Evening  News,  P.O.  Box 
1 1 76,  Monroe,  Ml  48161 .  E-mail  ques¬ 
tions  to  saul@monroenews.com 


_ EDITORIAL _ 

REPORTER 

Located  on  the  west  coast  of  Florida, 
the  award-winning  Sun  Herald  is  one 
of  the  fastest-growing  papers  in  the 
country.  We  are  looking  for  a  general 
assignment  news  reporter  to  help  us 
become  the  best  mid-sized  paper  in  the 
country.  We  are  looking  for  someone 
who: 

•likes  competition 

•has  the  will  to  win 

•can't  stand  errors 

•is  never  satisfied  with  the  status  quo 

The  job  requires: 

•Ability  to  meet  daily  deadlines 
•Ability  to  manage  a  beat  and 
enterprise  stories 
•Dealing  well  with  the  public 
•Dealing  well  with  stress 
For  those  interested  contact  Chris 
Porter  at  (941 )  255-8134  or  by  send¬ 
ing  resume  and  samples  of  work  to 
Charlotte  Sun  Herald,  23170 
Harborview  Road,  Charlotte  Harbor, 
FL  33980. 


REPORTER 

Report  in  one  of  America's  most  beau¬ 
tiful  places:  Hilton  Head  Island.  The 
j  Island  Packet,  a  fast-growing 
I  McClatchy  paper,  needs  a  local  gov- 
I  ernment  reporter.  Ideal  candidate 
i  needs  at  least  a  year  of  city/county 
government  reporting.  Clips  must  show 
enterprise  and  writing  that  makes  com¬ 
plex  issues  interesting.  Send  cover  let¬ 
ter  and  resume  to  Fitz  McAden,  execu¬ 
tive  editor,  P.O.  Box  5727,  Hilton 
!  Head  Island,  SC  29938.  Fax:  (843) 
842-8314.  fmcaden@islandpacket.com 


REPORTERS  -  The  Potomac  News,  o 
Media  General  daily  in  Northern  Vir¬ 
ginia,  is  filling  reporter  positions  in 
both  the  news  and  features  depart¬ 
ments.  Apply  to  Pamela  Gould,  proj¬ 
ects  editor,  Potomac  News,  P.O.  Box 
2470,  Woodbridge,  VA  22193. 


REPORTER 

We  need  a  great  business  reporter 
I  who  likes  to  dig  for  stories,  has  a  doc- 
j  umented  record  of  accuracy  and  fair- 
I  ness,  and  always  includes  the  people 
!  most  affected  by  the  story.  We  are  an 
i  independently  owned  daily  in  Amer- 
j  ica's  No.  1  small  city.  Required  -  col- 
I  lege  degree  or  equivalent,  prior  expe- 
i  rience.  Send  resume  with  references 
I  and  your  best  five  clips  to  Human 
I  Resources,  P.O.  Box  578,  Mount 
Vernon,  WA  98273. 


NEWS  Makes  The  Difference 

♦  Editor  &  Publisher  is  NOT  a 
monthly  journalism  review. 

♦  Editor  &  Publisher  is  NOT  a 
monthly  association  house  organ. 

♦  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering  the 
newspaper  industry. 

EDITOR  &  PUBLISHER 
11  West  19th  Street, 

New  York,  NY  10011 
(212)  675-4380 


_ EDITORIAL _ 

ROOM  TO  WRITE 

I  New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Cleveland  and  St.  Louis.  We  publish 
in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
;  personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong  reac¬ 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
i  the  hurriea  fact-finding  of  daily 
I  papers,  if  your  copy  is  as  much  a 
I  pleasure  to  read  as  it  is  well 
j  researched,  we  want  to  hear  from  you. 

!  There  are  immediate  openings  for 
j  news  writers  in  Miami,  Phoenix,  Ft. 

;  Lauderdale,  Cleveland  and  St.  Louis. 

!  New  Times  is  committed  to  building  a 
I  diverse  workforce  and  acknowledges 
!  the  needs  of  employees  with  young 
'  families.  We  offer  competitive  salaries 
j  and  benefits... and  all  the  space  you 
:  need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 

Denver,  CO  802 1 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you’d  pursue  if  you  had  the 
time  and  the  space. 


SENIOR  EDITORIAL  POSITION 
Monthly  Metro  magazine.  Conceptual 
and  Line-Editing  Skills.  Resume,  editing 
sample,  salary  to  Editorial  Department, 
388  Atlantic  Avenue,  Broo  klyn,  NY 
j  11217.  bbridge@mennen.tiac.net 

:  SENIOR  STAFF  WRITER  -  Fast  growing 
I  Internet  newswire  is  seeking  a  senior 
staff  writer.  The  Washington,  D.C. 
j  based  www.ConservativeNews.org  is 
I  an  aggressive  news  team  that  is  seek- 
I  ing  an  experienced,  energetic, 
:  creative,  conservative  reporter  for  our 
1  1 00,000  +  daily  website.  Must  possess 
excellent  written  and  verbal  skills  and 
the  ability  to  handle  many  tasks  on 
tight  deadlines.  Will  also  be  responsi¬ 
ble  for  some  editing  and  story  assign¬ 
ments.  Sense  of  humor,  a  plus.  Com¬ 
petitive  salary  with  excellent  benefits. 
Send  resume  and  clips  to  Dorothea 
Cooke,  managing  editor.  Conservative 
News  Service,  1 1 3  South  West  Street, 
Suite  200,  Alexandria,  VA  22314, 
(703)  683-9733  or  E-mail: 

dcooke@cnsnews.org 

SENIOR  WRITER/EDITOR 

Financial  services  magazine  seeks 
Senior  Writer/Editor  with  experience 
covering  equity  markets  (including 
sector  and  stock  analysis),  mutual 
funds  and  other  investments.  Send 
resume,  three  non-returnable  clips  and 
salary  requirements  to,  Securities  Data 
Publishing,  Department  TJ,  40  W.  57th 
Street,  1 1  th  Floor,  New  York,  NY 
1 001 9.  No  phone  calls,  please. 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

SENIOR  PRODUCER 

www.Family.com 

Lead  an  online  production  team  and 
oversee  the  development,  production 
and  editing  of  content  for  major  seg¬ 
ments  of  site  including  Food,  Activities, 
and  Travel.  Work  creatively  and 
strategically  in  conjunction  with  Editor 
in  Chief  to  develop  new  ideas  and  sec¬ 
tions  for  site.  Serves  as  resource  for 
other  producers  as  well  as  with 
interface  design  team  and  marketing. 

Qualifications  and  Skills  -  Five  years 
experience  reporting,  writing  and  edit¬ 
ing  in  magazine  or  newspaper  journal¬ 
ism,  including  a  proven  track  record 
for  producing  online  programs.  Proven 
project  management  experience. 
Knowledge  of  basic  HTML  and  support¬ 
ing  software  applications. 

To  apply  -  All  interested  persons  should 
E-mail  resume,  contact  telephone 
number  and  a  brief  note  to 
hr.mail@online.disney.com  Be  sure  to 
list  “Senior  Producer-Family.com”  in 
the  subject  heading;  and  let  us  know 
the  source  by  which  you  found  our 
advertisement.  Resumes  with  cover  let¬ 
ters  can  also  be  foxed  to  -  (212)  448- 
4818.  We  regret  that  we  will  only  be 
able  to  respond  to  those  applicants 
whose  qualifications  meet  our  interest. 

EOE 


SPORTS  COPY  EDITOR 
Suburban  Philadelphia  daily  seeks  a 
sports  desk  assistant.  We  handle  every¬ 
thing  from  preps  to  pros.  The  job's 
focus  is  on  copy  editing  and  page 
layout.  QuarkXPress  experience  is  a 
plus.  Send  resumes  and  samples  to  Box 
08739,  Editor  &  Publisher. 


SPORTS  EDITOR 

Lead  our  APSE  winning  section  and 
five  reporters,  covering  pros  to  preps, 
on  a  40,000  circulation  AM  doily,  one 
hour  west  of  Seattle.  Clips  to  Dawn 
Dressier,  managing  editor,  545  5th 
Street,  Bremerton,  WA  98337. 

EOE/drug-free 


_ EDITORIAL _ 

SPORTS  EDITOR 

The  Jacksonville  (IL)  Journal-Courier 
needs  a  top-notch  sports  editor.  Expe¬ 
rience  with  and  love  for  prep  sports  is 
required.  We're  looking  for  an 
organized  person  with  some  manage¬ 
ment  experience  or  who  is  ready  to 
step  into  management. 

This  job  requires  evening  and  weekend 
hours.  Pagination  experience  a  must, 
preferably  on  QuarkXPress.  The  pay  is 
commensurate  with  experience. 

The  Journal-Courier  is  a  15,000- 
circulation  doily  about  30  miles  west  of 
Springfield,  IL,  which  the  Illinois  Press 
Association  named  the  best  paper  of  its 
size  (under  40,000)  in  1998.  We're 
looking  for  the  sports  department  to 
help  us  repeat  that  ranking. 

Please  send  letter,  clips  and  a  resume 
to: 

Ted  Roth,  editor 
Jacksonville  Journal-Courier 
235  W.  State  Street,  P.O.  Box  1 048 
Jacksonville,  IL,  62651-1048 
Or  call  (2 1 7)245-6 1 2 1  for  more 
information 


SPORTS  EDITOR  -  We  want  a  new  one 
by  spring  training.  Local  news  is  our 
forte,  and  we  need  an  editor  who 
prizes  local  coverage,  centerpieces 
and  columns.  Supervisory  experience 
helpful.  Send  resume,  clips  and  your 
idea  of  a  good  sports  section  to  Larry 
Reisman,  editor.  The  Press  Journal, 
P.O.  Box  1268,  Vero  Beach,  FL 
32961. 


SPORTSWRITER 

Our  championship  hockey  team  is  mov¬ 
ing  up  to  the  AHL  after  next  season... or 
maybe  it'll  stay  in  the  ECHL.  That's  one 
of  the  many  ongoing  stories  we're  look¬ 
ing  for  someone  to  aggressively 
pursue.  The  Virginian-Pilot  (240,000 
circulation)  is  seeking  a  skilled  reporter 
and  talented  writer,  primarily  to  cover 
the  Hampton  Roads  Admirals.  Ability 
to  work  a  beat  and  at  the  same  time 
develop  enterprise  stories  is  essential  - 
as  are  3-5  years  of  writing  experience 
and  an  affinity  for  hockey.  Send 
resume  and  5-7  clips  to  Tom  White,  Col¬ 
lege  and  Pro  Sports  Team  Leader,  Vir¬ 
ginian-Pilot,  150  W.  Brambleton  Ave¬ 
nue,  Norfolk,  VA  23501  -0449. 


PLACE  YOUR  BET 

ON  E&P  CLASSIHEDS 
...We  Bet  You’ll  Be  Satisfied! 

If  your  game  is  equipment,  prcxJucts,  services  or  systems  used  in  news¬ 
paper  production  (or  you’re  a  Publisher  with  surplus  equipment  on  your 
hands)  E&P  classifieds  are  your  best  bet  to  make  (or  save)  some  easy 
money. 

E&P’s  Help  Wanted  ads  reach  the  industry  people  you  are  Itxjking  for 
to  fill  that  open  pxjsition  at  your  paper.  And,  Positions  Wanted  adver¬ 
tisers  tell  us  that  E&P  Classified  ads  get  results! 

E&P  CLASSIHEDS 
Your  Best  Bet! 


_ EDITORIAL _ 

SPORTSWRITER 

The  Times  Publishing  Company  of  Erie, 
PA,  o  family-owned  company  that  pub¬ 
lishes  the  Morning  News,  Erie  Daily 
Times  and  Sunday  Times-News,  is 
searching  for  a  sportswriter. 

We're  looking  for  a  gifted  writer, 
someone  who  excels  at  finding  interest¬ 
ing  stories.  This  person  will  do  game 
stories,  features  and  profiles.  But  we 
also  want  somebody  who  brings  a 
fresh  viewpoint  about  sports  and  what 
they  mean  to  our  daily  lives.  We  want 
somebody  who's  not  bound  by  the 
limits  of  the  “typical"  sports,  but  is 
interested  in  telling  a  good  yarn  that 
will  sometimes  encTup  on  Page  One  or 
in  other  sections  of  our  newspapers. 

We'd  expect  the  successful  candidate 
to  have  extensive  experience  in  the 
kind  of  writing  we  want.  We'd  prefer  a 
Bachelor's  degree,  or  higher,  in  jour¬ 
nalism  or  a  related  field. 

We  offer  a  very  competitive  compensa¬ 
tion  package,  the  opportunity  to  hove 
a  creative  impact  on  our  newspapers, 
and  an  excellent  working  environment. 
If  you  love  words  on  the  printed  page 
and  love  to  write,  we  want  to  hear 
from  you. 

Send  us  a  letter  telling  us  why  you  are 
the  best  candidate.  Include  a  resume 
and  several  samples  of  your  best  work. 
Mail  this  to: 

Tony  Pasquale 
Administrative  Editor 
Times  Publishing  Company 
Times  Square 
205  W.  12th  Street 
Erie,  PA  16534 

(814)870-1712 


SUNDAY  EDITOR 

Work  with  a  talented,  dedicated  staff 
of  reporters,  editors,  graphic  support 
and  page  designers  directing  the  Sun¬ 
day  newspaper  of  The  Daily  Item,  an 
ovi^rd-winning  30,000  circulation  com¬ 
munity  newspaper  in  scenic  central 
Pennsylvania.  This  position  requires 
meticulous  coordination,  an  ability  to 
work  with  creative  minds,  and  at  least 
5-10  years  supervisory  experience  in 
newsrooms  with  seasoned  news  judg¬ 
ment  and  editing  skills.  A  strong  news 
background  as  a  reporter  and  knowl¬ 
edge  of  desk  production  will  be 
helpful.  Send  cover  letter  explaining 
your  local  news  philosophy  and  man¬ 
agement  approach  by  February  1  to, 
Sunday  Editor  Search,  The  Daily  Item, 
200  Market  Street,  Sunbury,  PA 
1 7801 .  No  phone  calls,  please. 


THE  FINDLAY  (OH)  COURIER  seeks  a 
creative  visual  journalist  who  would 
like  to  be  in  on  the  ground  floor  of  a 
total  redesign  and  then  help  direct  the 
visual  presentation  of  the  newspaper 
day-to-day.  We  need  a  dynamic  self¬ 
starter  to  design  the  front  page  and 
enterprise  projects  -  someone  who 
understands  both  words  and  visuals 
and  how  to  bring  them  together  in  com¬ 
pelling  ways.  Excellent  benefits  and 
pay.  Send  resume  to  -  Bob  Hesse, 
editor.  The  Courier,  701  W.  Sandusky 
Street,  Findlay,  OH  45840  or  E-mail: 
hesse@thecourier.com 


EDITORIAL 


THE  MACON  TELEGRAPH  has  restruc¬ 
tured  the  newsroom,  strengthened  our 
investigative  team  and  redesigned 
around  new  DTI  pagination.  Now,  this 
75,000/daily  100,000/Sunday,  Knight 
Ridder  paper  is  looking  for  ambitious 
reporters,  shooters,  designers  and 
copy  editors  for  anticipated  openings. 
If  you  share  our  drive  and  enthusiasm 
to  turn  a  good  paper  into  a  great 
paper,  send  resume  and  clips  to  Steve 
O'Sullivan,  Box  4167,  Macon,  GA 
31208-4167. 


THE  MIAMI  HERALD  seeks  experienced 
sports  copy  editors.  Five  years  at  a 
100,000-plus  daily  preferred;  strong 
editing  and  a  creative  approach  are 
musts.  Send  resume  and  work  samples 
to  Ted  Green,  assistant  sports  editor,  1 
I  Herald  Plaza,  Miami,  FL  331 32. 

E-mail  tgreen@herald.com 
or  coll  (305)  376-4993 

THE  POST-TRIBUNE,  Northwest  Indi- 
,  ana’s  leading  newspaper,  is  seeking  a 
j  talented,  creative  artist  willing  to  push 
j  the  envelope  on  daily  and  long-term 
j  projects.  The  Post-Tribune,  a  65,000 
!  AM  located  just  35  miles  from  Chi- 
I  cago,  thrives  in  a  competitive  market.  If 
I  you're  looking  to  move  beyond  the 
:  drudgery  of  locator  maps,  send 
*  resume,  clips  and  cover  letter  to  pre¬ 
sentation  editor  Mikel  LeFort,  1065 
Broadway,  Gary,  IN  46402. 


THE  SEATTLE  TIMES  seeks  an  assistant 
,  sports  editor  to  supervise  the  copy 
I  desk,  to  oversee  production,  and  to 
I  help  shape  the  character  and  direction 
;  of  our  section.  Must  have  strong  edit- 
I  ing  skills,  deep  sports  knovdedge, 

I  management  experience  and  good 
communication  skills.  Send  a  resume, 
j  references,  and  examples  of  your  work 
to  Cathy  Henkel,  sports  editor,  Seattle 
!  Times,  1 1 20  John  Street,  Seattle,  WA 
i  98109-5321. 


I  THE  SEATTLE  TIMES  seeks  an  inventive 
I  lead  sports  designer  to  oversee  special 
sections  and  projects.  We  re  looking 
for  someone  who  knows  sports,  con 
generate  ideas  and  has  a  creative 
I  spark.  Join  our  leadership  team  as  we 
I  upgrade  the  sports  section  with  more 
I  space  and  resources.  Three  years  of 
i  experience  required.  Send  resume  and 
I  5-10  samples  of  your  work,  including 
j  at  least  one  special  section  to  Cathy 
I  Henkel,  sports  editor.  The  Seattle 
I  Times,  1 120  John  Street,  Seattle,  WA 
[  98109-5321 .  Only  finalists  will  be  con- 
I  tocted.  EOE  m/f/h 


THE  TUSCALOOSA  NEWS,  a  40,000 
daily  owned  by  The  New  York  Times 
Co.  in  the  home  of  The  University  of 
Alabama  and  Mercedes-Benz  Interna¬ 
tional,  seeks  a  creative  features  editor 
with  excellent  organizational  skills.  The 
editor  should  be  able  to  direct  and 
motivate  staff;  plan  soundly;  produce 
alluring  section  fronts;  meet  deadlines; 
and  smile  through  it  all.  Strong  editing, 
computer  skills  a  must.  Salary  negotia¬ 
ble.  Please  send  a  resume  to  Bruce 
Giles,  executive  editor.  The  Tuscaloosa 
News,  P.O.  Box  20587,  Tuscaloosa, 
AL  35402. 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

TOTAL  BASEBALL  (www.lotalbaseball.com) 
is  looking  for  stringers  for  our  Base¬ 
ball  Data  Network,  who  know  how 
to  score  a  big-league  game.  Stringers 
in  spring  training  and  major-league 
markets  are  paid  on  a  per-game 
basis  and  will  be  issued  pressbox 
credentials  and  laptops.  E-mail  your 
resume  to  jobs@totafsports.net 
ATTN:  TB  Stringers 

TOTAL  SPORTS  IS  looking  for  a  Senior 
Editor  to  lead  the  staff  at  golf.com  The 
senior  Editor  will  supervise  all  opera¬ 
tions  of  the  best  golf  information  source  on 
the  Web,  including  a  woHdwide  stringers 
network.  A  background  in  sports 
journalism  with  a  minimum  af  three  years 
of  management  experience  in  print, 
broadcast  or  online  is  required.  Job  is 
based  in  Raleigh,  NC.  E-mail  resume, 
salary  requirements  and  cover  letter  to 
jobs@totalsports.net  ATTN  golf.com 
You  can  alsa  fax  this  information  to 
_ (919)755-8080 _ 

WANT  TO  JOIN  a  family-friendly 
major  metro  on  the  East  Caast  in  a 
lively,  livable  city?  A  wacky  but  pra- 
fessional  top-notch  staff  welcomes 
creative,  connected  journalist  with  a 
flair  for  lifestyle  coverage.  Extremely  com¬ 
petitive  benefit  and  salary  package. 
Copy  editing,  layout,  QuarkXPress 
skills  helpful  out  not  necessary.  Send 
10  story  ideas  and  resume  to  Box 
08732,  Editor  &  Publisher. 


WANTED:  MANAGING  EDITOR  to 
drive,  teach  and  inspire  a  small  news¬ 
room  in  one  of  Florida's  most  beautiful 
cities.  Excellent  working  knowledge  of 
pagination  (Macintosh/QuarkXPress/ 
Photoshop)  and  good  design  skills  a  must. 
Plus  a  proven  ability  to  organize  the  time 
and  talents  of  a  very  good  news  staff  to 
help  produce  award-winning  results. 

Send  resume  and  clips  to  Jim  Sutton, 
Editor,  P.O.  Box  1630,  St.  Augustine, 
FL  32084.  No  phone  calls,  please. 

E-mail  sutton@staugustine.com 


WASHINGTON,  DC  -  States  News 
Service  has  five  openings  for  reporters 
with  several  years  of  hard  news  cov¬ 
erage  experience.  Enterprise  reporting 
is  critical  for  our  desks  covering  the 
stake  of  the  states  in  the  capital. 

Please  apply  to  Editor,  States  News 
Service,  1 333  F  St.,  NW,  Washington, 
DC  20004.  (202)  628-3100.  EOE 
www.states.com 
E-mail:  editor@stales.com 


WIRE  EDITOR:  Be  involved  with  variety 
of  exciting  stories  unique  to  Alaska 
and  this  island  cammunity,  and  select 
stories,  photographs  and  graphics 
from  around  the  world  through  The 
Associated  Press.  Design  and  paginate 
pages.  State-of-the-art  equipment.  3 
p.m.  to  midnight  hours.  Advancement 
opportunities  available  through  news¬ 
paper  and  its  TV  station.  Send  letter, 
resume  and  clips  to  Belinda  Chase, 
managing  editor,  Ketchikan  Daily 
News,  P.O.  Box  7900,  501  Dock 
Street,  Ketchikan,  Alaska  99901 . 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo,com  •  michelea@mediainfo.com 


EMPLOYMENT  SERVICES 

LOOKING  FOR  WORK  or  a  better  posi¬ 
tion?  We  can  help  at  no  cost  to  you. 
Contact  Jerry  Turner  at  Paper  People, 
E-mail  jturner@mmind.net  or  phone  or 

Fax  (91 8)  542-8861 


INFORMATION  SYSTEMS 

!  THE  NEWSROOM  TECHNOLOGY 
group  at  The  Washington  Post  has  an 
exciting  opportunity  for  an  IS  pro¬ 
fessional  with  an  interest  in  state-af- 
the-art  newsroam  technalogy  and  a 
desire  to  flourish  in  a  publishing 
environment.  We  are  looking  for  a 
motivated,  talented  individual  to  fill  the 
following  position: 

NEWSROOM  SYSTEMS  SPECIALISTS 
Provide  first-level  technical  support  for 
the  newsroom  at  downtown  and 
bureaus.  Work  closely  with  clients  and 
other  technical  staff  in  defining,  analyz¬ 
ing  and  resolving  problems  and  in 
planning  and  implementing  new 
technologies.  The  ideal  candidate  will 
have  prior  experience  in  newspapers 
or  publishing  industry  with  emphasis  in 
newsroom  technology.  In-depth  knowl¬ 
edge  of  Windows  95,  Windows  NT 
and  MacOS  operating  systems, 
desktop  and  notebook  computer 
technologies,  local  and  wide  area 
I  networking,  desktop  publishing  and 
I  imaging  applications,  and  communica- 
I  tions  technologies  are  required.  Prior 
I  experience  with  Sll  and  CCI  editorial 
[  and  pagination  systems  is  preferred. 

I  We  are  looking  for  a  self-starter  who 
works  effectively  with  minimal  super- 
i  vision,  person  with  strong  customer  ser- 
'  vice  skills  and  the  willingness  to  help 
I  others. 

I  You’ll  find  that  The  Washington  Post  is 
a  dynamic  and  rewarding  place  to 
work.  In  addition  to  competitive  salaries, 
we  offer  an  excellent  benefits  package 
that  includes  health/dental,  life,  and 
disability  insurance,  FSA/dependent 
care,  tuition  reimbursement,  401  (k) 
I  matching  and  company  funded  pension 
plan. 

To  apply,  please  send  your  resume, 
with  salary  requirements,  to: 

1  The  Washington  Post 

I  Attn:  Behzad  llchi 

i  11 50  15th  Street  NW 

j  Washington,  DC  2007^ 

I  E-mail:  ilchib@washpost.com 

j  We  are  committed  to  diversity  in  the 
workplace  and  promote  a  drug-free 
j  work  environment. 


Classified 

Advertisers: 

If  you  don't  see  a  category 
that  fits  your  needs, 
please  call  us  at 
(212)  675-4380  ext.  170, 173 


INFORMATION  SYSTEMS 

I  SYSTEMS/COMPOSING  MANAGER 

Position  with  American  Publishing 
Company  requires  Macintosh  hardware, 
software,  operating  system  and  network¬ 
ing  experience,  proficiency  in  all  com¬ 
posing,  editorial,  and  pagination  soft¬ 
ware  related  to  newspaper  production, 
strong  organizational  skills  and  a  proven 
ability  to  consistently  meet  daily  dead¬ 
lines.  Managerial  experience  is  a  plus. 
The  market  is  one  of  the  fastest  grow¬ 
ing  and  most  desirable  markets  in 
j  the  United  States  and  home  to  the 
University  of  Arkansas.  This  award  win¬ 
ning  newspaper  is  experiencing  cir¬ 
culation  growth  and  an  increase  in  its 
advertising  customer  base  due  to  the 
influx  of  many  new  national  advertisers. 
Be  a  part  of  this  excitement  and  live  in  the 
glorious  Ozarks!  Fax  or  mail  your  resume 
with  a  cover  letter  to  Nanci  Batson, 
Marketing  Director,  at(501 )  442-5477  or 
at  the  NORTHWEST  ARKANSAS  TIMES, 
212  N.  East  Avenue,  Fayetteville,  AR 
72702. 

_ INTERNSHIPS _ 

INTERNSHIPS:  SPEND  SIX  MONTHS 
interning  with  crack  professional 
journalists  in  the  Illinois  Statehouse 
pressroom  in  the  University  of  Illinois  at 
Springfield's  one-year  MA  Public 
Affairs  Reporting  program.  Excellent 
placement  record.  Tuition  waivers, 
$3,000  stipends  during  internship. 
Applications  due  April  1 .  Contact 
Cnarles  Wheeler,  PAC  418,  UlS, 
Springfield,  IL  62794-9243. 

(217)786-7494 
E-mail:  wheeler.charles@uis.edu 
PAR  Home  Page: 
www.uis.edu/ -wheeler 
EOE 

MAILROOM 

MAILROOM  ASSISTANT  FOREMAN 

An  excellent  opportunity  for  an  experi¬ 
enced  mailroom  supervisor  to  get  in  on 
the  ground  floor.  We  are  starting  up  a 
new  260,000  square  feet  production 
facility  that  will  employ  state  of  the  art 
I  technology  in  all  production  depart¬ 
ments.  We  are  an  AM  paper  with  a 
160,000  daily  circulation  located  in 
Ohio.  The  individual  that  we  seek  must 
be  able  to  effectively  direct  mailroom 
personnel  in  a  high  volume,  short 
deadline  production  situation, 
j  Computer  skills  and  hands  on  experi¬ 
ence  with  Heidelberg/Harris  inserting 
I  equipment  a  definite  plus.  We  offer  an 
j  excellent  benefits  package  and  com- 
etitive  wages.  If  you  are  interested  in 
eing  involved  in  this  excellent  ground 
floor  opportunity,  please  fax  your 
j  resume  to  Pam  at  (937)  225-2287. 

j  MARKETING 

DESIGN  TIMES  MAGAZINE 
DIREaOR  OF  MARKETING 

Boston-based  interior  design  magazine 
with  national  circulation  seeks  big 
picture,  detail-oriented  Marketing 
Director  for  advertising  and  circulation 
promotion,  trade  shows/ special  events. 
Three  plus  years  magazine  experience 
is  a  must  for  this  key  position.  Resumes 
only  to  L.  Postel,  publisher.  Design 
Times  Magazine,  1  Design  Center  PI. 
Boston,  MA  02210.  No  phone  calls, 
please. 


_ MARKETING _ 

NATIONAL  SALES  MANAGER 

Morris  Communications  Corporation 
has  an  opening  for  a  National  Sales 
Manager  working  with  our  Metro  and 
Community  newspapers,  shopper  pub¬ 
lications  and  travel  books,  selling 
national  and  retail  advertising.  Position 
requires  extensive  travel  (about  40%  of 
the  time)  working  with  various 
advertisers,  ad  staff’s  and  Morris  pub¬ 
lications  across  the  country.  Bachelor’s 
degree  or  equivalent  required,  plus 
three  to  five  years  experience  sefling 
advertising  on  the  national  and 
regional  level.  Also  must  have 
established  relationships  with  major 
national  and  retail  advertisers.  Good 
oral,  written  and  sales  presentation 
skills  essential.  Base  salary,  com¬ 
mission  and  bonus  plans. 

Please  submit  resume  and  cover  letter 
to: 

A.  Mark  Smith 
Marketing  Director 
Morris  Communications  Corporation 
P.O.  Box  936,  725  Broad  Street 
Augusta,  GA  30903 
An  equal opportunity  employer 


CUSTOMER  RETENTION  AAANAGER 

Cox  Ohio  Publishing,  parent  company 
of  the  Dayton  Daily  News  and  Spring- 
field  News-Sun,  both  daily  morning 
;  newspapers  in  beautiful  southwest 
Ohio  currently  seek  a  qualified  indi¬ 
vidual  to  assume  the  role  of  Customer 
Retention  Manager. 

We  believe  in  a  holistic  approach  to  sub¬ 
scriber  retention  and  have  structured 
I  ourselves  with  the  resources  and  the 
j  tools  allowing  us  to  get  our  arms 
I  around  this  difficult  industry  challenge. 

!  This  position  is  responsible  for  retention 
'  currently  divided  into  three  areas.  Pro¬ 
active,  outstanding  customer  relations 
utilizing  communications  and  services. 
Preemptive,  interact  with  a  customer  at 
several  points  of  contact  including 
management  of  the  customer  service 
center.  Recovery,  gain  lost  customers 
through  a  team  or  customer  advocate 
positions. 

Ideal  candidate  should  be  able  to  suc¬ 
cessfully  define  customer  retention  and 
provide  the  direction  on  broad 
strategies  needed  to  succeed.  Candi¬ 
date  must  be  able  to  establish,  imple¬ 
ment  and  manage  strategies  to  ensure 
an  outstanding  customer  service  center 
as  well  as  the  development  of  addi¬ 
tional  staff  that  would  produce  market¬ 
ing  and  communications  materials 
aimed  at  increasing  subscriber  reten¬ 
tion  and  loyalty. 

This  motivated  individual  must  exude 
customer  service  and  the  passion  for 
customer  retention.  Other  characteristics 
are  exceptional  problem  solving  skills, 
effective  oral  and  written  communica¬ 
tions,  ability  to  motivate,  guide  and  direct 
staff,  working  knowledge  of  telephone 
[  system  operations,  understanding  of 
aatobases  and  a  thorough  knowledge  of 
circulation  systems.  Others  included,  3-5 
years  of  marketing  or  customer  service 
and/or  sales  management,  3-5  years  of 
multiple  project  management. 

I  Please  send  resume  and  salary  require- 
t  mentsto: 

Mark  Tormeno 

Assistant  Director  of  Retention 
Cox  Ohio  Publishing 
45  South  Ludlow  Street 
Dayton,  OH  45402 
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LASSIEIED _ 


HELP  WANTED 


_ MARKETING _ 

VICE  PRESIDENT  & 

DIREaOR  OF  MARKETING 

The  Sun-Sentinel,  a  major  South  Flor¬ 
ida  newspaper  with  o  doily  circulation 
of  274,000  (Sunday  391,000)  and  o 
division  of  the  Tribune  Company,  is 
seeking  someone  to  lead  our  Market¬ 
ing  Division.  Reporting  to  the  General 
Manager,  this  challenging  position  will 
oversee  direct  moil,  database  market¬ 
ing,  public  relations,  charities,  creative 
services,  and  brand  management.  Our 
Vice  President  &  Director  will  also  be 
responsible  for  coordinating  the 
strategic  marketing  of  other  Sun- 
Sentinel  products  including  several 
targeted  publications,  33  community 
newspapers,  the  Jewish  Journal,  and  a 
variety  of  Internet  products  (including 
Digital  City  South  Florida).  In  addition, 
this  position  will  be  involved  in 
strategic  planning  for  Sun-Sentinel 
Company  and  work  closely  with  other 
Tribune  business  units  on  multiple  proj¬ 
ects,  creating  revenue-producing 
database-driven  strategies,  producing 
television  spots,  and  developing  joint 
promotions. 

The  Sun-Sentinel  is  a  large  multi-media 
company  that  offers  excellent  opportu¬ 
nities  to  advance.  We  are  owned  by 
The  Tribune  Company,  ranked  first 
amang  industry  peers  in  “Fartune” 
magazine's  1997-1998  list  af  Amer¬ 
ica's  most  admired  companies.  The 
Tribune  Company  is  a  leading  media 
company  with  operations  in  pub¬ 
lishing,  television  and  radio  broadcast¬ 
ing,  education,  and  interactive  ven¬ 
tures. 

The  ideal  candidate  should  be  pre¬ 
pared  to  take  on  the  demands  af  senior 
management  in  a  changing  and  grow¬ 
ing  environment.  Must  have  at  least  10 
years  experience  in  marketing  man¬ 
agement  and  proven  leadership  suc¬ 
cess  in  directing  and  motivating  a 
team. 

The  Sun-Sentinel  offers  an  attractive 
executive  level  compensation  and 
benefits  package,  along  with  the  South 
Florida  lifestyle  that  includes  year 
round  boating,  golfing,  fishing,  swim¬ 
ming  and  quality  of  life. 

If  you  are  a  goal-oriented  self-starter 
wha  enjoys  challenging  wark  and 
meets  the  above  requirements  send 
your  resume  to: 

M.  Callahan 

Sun-Sentinel 
333  S.W.  12th  Avenue 
Deerfield  Beach,  FL  33442 

Or  E-mail  mcallahan@tribune.com 

The  Sun-Sentinel  values  diversity  and 
encourages  those  vdio  share  our  vision  to 
apply.  EOE 

Sun-Sentinel  supports  a  drug-free, 
smoke-free  work  environment. 


_ PHOTOGRAPHY _ 

LOOKING  FOR  FREELANCE  photo¬ 
graphers  from  all  parts  of  the  U.S.  for 
regular  assignment  work— primarily 
portraits  of  PR  pros  taken  on  location 
with  occasional  event  shoots.  PRWeek 
is  a  weekly  full-color  tabloid  business 
magazine.  If  your  rates  are  good/ 
sensible,  please  send  non-returnable 
portfolio  and  details  to  Lisa  Fain,  photo 
editor,  PRWeek,  220  Fifth  Avenue,  1 4th 
floor,  NewYork,  NY  10001. _ 

PHOTOGRAPHER.  The  Holland  Sen¬ 
tinel,  a  19,000-circulation  morning 
daily  on  the  shores  of  Lake  Michigan, 
is  looking  for  a  motivated,  energetic 
photajournalist.  Send  resume  and  work 
samples  ta  Jim  Timmermann,  manag¬ 
ing  editor,  Holland  Sentinel,  54  W. 
Eighth  Street,  Holland,  Ml  49423. 

PREPRESS 

COMPOSING  MANAGER 
Immediate  opening  for  an  experi- 
j  enced,  hands-on  composing  depart¬ 
ment  manager  for  a  daily  newspaper. 
Candidate  must  exhibit  strong  commu¬ 
nication  and  people  skills;  must  be 
well-versed  in  desktop  publishing  and 
in  traditional  composition  and  process 
camero  operations. 

Seeking  a  dedicated  leader  to  provide 
direction  for  staff  of  30  plus  employ¬ 
ees.  Flexibility,  productivity,  quality, 
customer  satisfaction  are  top  priorities. 

We  offer  competitive  wages  and  com¬ 
prehensive  benefits  package. 

Qualified  candidates  send  resume  and 
salary  history  to: 

Chief  Financial  Officer 
Belleville  News-Democrat 
P.O.Box  427 
Belleville,  IL  62222-0427 
A  Knight  Ridder  Owned  Newspaper 

i  PRESSROOM 

PRESSROOM  MANAGEMENT 

Hollinger  International  through  a  sub¬ 
sidiary  is  currently  constructing  a  new 
printing  facility  to  produce  the  Chicago 
Sun-Times  and  other  newspapers.  This 
is  a  high  technalogy  productian  facility 
with  state-of-the-art  Goss  web  offset 
printing  presses  and  associated  pre¬ 
press  and  post  press  equipment  and 
systems.  To  maximize  performance  our 
subsidiary  is  seeking  experienced  press¬ 
room  management  who  can  demonstrate 
effective  skills  in  performance  and 
leadership. 

If  you  are  looking  for  a  career  oppor¬ 
tunity,  please  send  your  resume  to  the 
following  address.  Selected  candidates 
will  be  contacted  directly  -  No  phone 
calls,  please. 

Chicago  Sun-Times 
401  N.  Wabash  Avenue,  Ste.  31 9 
Chicago,  IL6061 1 
Attn.  Marilyn 

We  are  an  Equal  Opportunity 
Employer 


FAX  ad  to  #212  ♦929#  1259 


E&P  Help  Wanted  Classified  is  committed  to 
giving  our  clients  the  best  value  and  our  read¬ 
ers  the  best  opportunities! 

Every  month  Editor  &  Publisher  devotes  a 
special  editorial  section  to  workplace/employ¬ 
ment  issues  that  affect  both  employees  and 
human  resource  professionals  in  news  publish¬ 
ing. 

A  recruitment  advertisement  placed  in  this  sec¬ 
tion  draws  the  attention  of  candidates  that  may 
NOT  be  actively  job  hunting  and  puts  even 
more  emphasis  on  your  company  job  opportu¬ 
nity.  We  add  a  teaser  ad  (with  your  logo)  to  our 
classified  section  to  alert  job  hunters  to  the  fea¬ 
tured  section  AND  your  ad  copy  appears  on  our 
website. 

To  place  your  help  wanted  ad  in  any  of 
these  sections  contact 
Hazel  (212)  675-4380.  Ext.  171 
hazelp@mediainfo.com 
Michele  (212)  675-4380.  Ext.  173 
michelea@mediainfo.com 


Issue  Dates: 
FEBRUARY  20 
MARCH  20 
APRIL  17 
MAY  15 
JUNE  19 
JULY  17 


Space  Deadlines: 
FEBRUARY  10 
MARCH  10 
APRIL  7 
MAYS 
JUNE  9 
JULY  7 
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CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 

LINE  AD  RATES 

Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week  . $11.75 

2  weeks  . $10.35 

3  weeks  . $9.05 

4  weeks  . $7.85 


POSITIONS  WANTED 

(includes  online  posting) 

1  week  . $5.50 

2  weeks  . $4.60 

3  weeks  . $3.80 

4  weeks  . $3.40 


ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $10.10 

2  weeks  . $8.90 

3  weeks  . $7.80 

4  weeks  . $6.75 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 5.00  per  insertion 
Positions  Wanted  -  Add  $7.50  per  insertion  USA 
All  international  box  reply  -  $30.00 

DISPLAY  AD  RATES 


The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $121  pci 

2  weeks . $110  pci 

3  weeks . $104  pci 

4  weeks . $100  pci 

PAYMENT 

Make  ctieck  payable  to  Editor&  Publistier 
Or  Charge  to  your  American  Express. 

V7S4  *1^'  MasterCard  or  Visa.  Please  supply  name 

.  account  number,  expiration  date 

and  card  holder’s  signature. 

Please  note:  International  ads,  new  accounts  and  positions  wanted  ads  must  pre-pay. 

TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for  contract  rates,  display  ad  copy  specifications  and 
procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
michelea@mediainfo.com 
eileenl@mediainfo.com 

QUESTIONS? 

VOICE:  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  Extension  173 
Eileen  Long  /  Extension  170 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


POSITIONS 

WANTED 

ADMINISTRATIVE 

GENERAL  MANAGER  of  successful 
lifestyle  magazine  seeks  to  relocate  out 
West.  Will  consider  all  opportunities. 
Reply  to  Box  08738,  Editor  &  Publisher. 

PUBLISHER  SEEKING  a  position  as 
Publisher/General  Manager.  Com¬ 
munity  leader,  people/ profit  oriented. 
20  years  experience  in  advertising, 
circulation  and  commercial  printing. 
Will  relocate.  Call  Lonnie  at  (281) 
333-0606  or  E-mail  at: 

candy@phoenix.net 

WEEKLY,  daily,  shopper,  business 
journal,  magazine.  Need  a  communi¬ 
ty-minded  publisher  who's  had  success 
in  any  kind  of  print?  (630)  262-951 2. 

CIRCULATION 

CIRCULATION  VETERAN  WITH  20+ 
years  experience.  Most  recent  position 
single  copy  sales  manager  during  suc¬ 
cessful  AM  conversion.  Willing  to 
relocate.  Contact  Bob  (814)  742- 
9878. 


ARABIC,  SPANISH-SPEAKING  reporter 
with  military  background  and  four 
years  with  100,000+  U.S.  daily  seeks 
reporting  position  matching  skills  in  a 
large  metro-market.  Willing  to  relocate 
anywhere.  John  (831)  899-4424  or 
E-mail  johnfberry@thegrid.net 

COLUMBIA  J93  graduate  seeks  deman¬ 
ding  GA  reporting  gig  at  midsize 
daily.  Prefer  Northeast.  Editor  at  major 
publishing  house  now  ready  to  dig  and 
write  real  stories  about  real  people. 
Please  no  fluff.  Try  me;  I  may  make 
your  paper  proud. 

Lisa  (914)  876-1775  ErVe23@aol.com 

EXPERIENCED  AMERICAN  JOURNALIST 
in  Spain  seeks  freelance  work  or  regular 
stings  any  area  -  travel,  business  etc. 
Europe-wide  Contact: 

jonesbenjamin@hatmail.com 


_ EDITORIAL _ 

EXPERIENCED,  award-winning  editor/ 
writer  seeks  new  career  challenge  with 
trade  or  specialty  publication.  Willing 
to  relocate. 

(305)891-2595 

EXPERIENCED,  VERSATILE  TV  COL¬ 
UMNIST  and  reporter,  with  extensive 
!  professional  background  covering  tele- 
j  vision  and  media.  Mare  than  five  years 
;  as  regular  TV  critic  for  two  major 
;  dailies;  more  than  1 2  years  as  reporter 
and  correspondent  for  same  papers. 
Seeking  full-time  position  covering  TV- 
media  beat  for  metropolitan  daily.  Will¬ 
ing  to  relocate.  Strong  pop  cultural 
sense  and  voice.  Diverse  credentials, 
references,  clips  available  upon 
i  request.  Call  (801 1533-2120. _ 

'  FREELANCE  WRITER/RESEARCH  LIBRAR¬ 
IAN  available  for  any  size  project.  No 
subject  too  arcane.  Call  (312)  322-1010 
,  or  E-mail: 

!  _ nsc@quiblebet.com _ 

VERSATILE  SPORTS  WRITER/EDITOR  - 
Experienced  covering  NBA,  MLB,  NFL, 
college,  auto  racing.  Seeks  reporter, 
editor  or  correspondent  position  with 
sports  magazine,  newspaper  or  online 
publication. 

Call  (71 3)  783-3049. _ 

YOU  NEED  MY  EXPERIENCE:  assistant 
editor  200,000  weekly  and  designer 
;  60,000  daily.  Fax  (253)  568-2738. 

YOUR  MAN  IN  L.A.  Versatile,  award¬ 
winning  journalist.  10+  years  experi¬ 
ence  with  major  dailies  and  national 
magazines.  Adept  with  film/TV/ 
media/lifestyle  subjects  and  econom¬ 
ics/business/politics.  Available  for 
assignments.  Call/fax  Steven  at  (310) 
452-21 34.  scb16@gte.net 

TRAVEL  WRITERS  WANTED 

Successful  photographer  seeks  writers! 
Targets  newspaper  travel  sections! 

Jeff  (973)  575-1005 


Classified  Advertisers:  If  you  don't  see  a  category 
that  fits  your  needs,  please  call  us  at  (212)  675-4380  ext.  170, 173 
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SuperCon 

Continued  from  page  10 

“As  an  output  device  supplier,  our  busi¬ 
ness  ...  will  be  tied  to  real,  full-blown, 
honest-to-God  pagination,  not  to  elec¬ 
tronic  pasteup.  I  still  hear  stories  of  news¬ 
papers  outputting  to  photo-sensitive 
paper.  That  strikes  me  as  not  a  direction 
we  want  to  go.” 

Vendor  presentations  and  pagination 
preoccupations  coincided  when  Quark 
Inc.’s  new  chief  operating  officer  outlined 
his  company’s  future  plans  and  Adobe 
Systems  managers  previewed  two  new 
major  software  packages  under  condition 
of  nondisclosure.  (A  formal  announce¬ 
ment  is  expected  at  the  March  Seybold 
conference  in  Boston.) 

Outlining  the  mission  of  the  newly 
formed  Quark  Marketing  Inc.  to  directly 
sell,  integrate,  service,  and  support 
Quark  products.  Chuck  Bland  reaffirmed 
his  company’s  commitment  to  the  news¬ 
paper  industry  and  to  Macintosh  as  the 
platform  of  choice  for  the  majority  of  his 
customers. 

Bland  promises  more  discipline  in 
engineering,  with  new  versions  of  XPress 
appearing  20  to  30  months  apart.  And 

Freedom 

Continued  from  page  14 
ing  news  as  possible  because  that  is  the 
way  you  give  energy  to  this  kind  of  oper¬ 
ation.  Make  it  as  close  to  what’s  going  on 
an  hour  ago  or  last  night  or  this  morning 
as  possible,”  says  Turner. 

Overby  says  the  idea  for  the  network 
developed  several  months  ago  when  they 
approached  WETA. 

“They  were  looking  to  expand  in  a 
number  of  areas,  including  a  public 
affairs  channel,  and  some  intermediaries 
who  knew  us  both  thought  we  would  be 
a  good  fit  for  one  another.  We  started  our 
discussions,  and  it  turned  out  they  were 
right,”  says  Overby. 

He  says  the  programming  the  network 
will  develop,  which  isn’t  based  on  rat¬ 
ings,  will  establish  a  niche. 

“We  will  never  have  high  ratings.  We 
will  have  a  niche.  I  think  the  time  is  right 
for  niche  programming  and  niche  chan¬ 
nels,”  says  Overby. 

This  is  the  second  time  within  the  last 
couple  of  months  that  WETA  has 
become  involved  in  creating  a  cable 
channel. 

The  station’s  other  venture,  which 
they  plan  to  debut  in  November,  is  a 


90%  of  the  feature  set  is  already  “locked 
in”  for  release  of  5.0,  he  says. 

Bland  says  80%  of  the  customer  base 
runs  Quark  products  on  Apple’s  ma¬ 
chines  and  two-thirds  of  its  sales  are  for 
Mac-based  software.  Still,  it  is  moving  to 
Windows  and  Unix  compatibility  in  the 
Quark  Publishing  System,  which  now 
counts  over  500  worldwide  installations, 
with  approximately  40%  of  them  at 
newspapers. 

Quark  has  put  $1.2  million  into  new 
computer  facilities  and  boosted  staff  by 
20%,  particularly  in  customer  support, 
which  now  must  sign  off  on  all  new  prod¬ 
ucts.  Through  work  with  other  firms,  the 
separate  Quark  Marketing  subsidiary  will 
offer  Visionware  products  for  display  ad 
management,  page  planning,  and  ad 
dummying;  production  tracking;  and 
Web  site  production  and  management  by 
editors,  not  techies. 

XPress,  often  with  the  Quark  Digital 
Media  System,  will  constitute  the  core 
software  for  new  vertical  product  pack¬ 
ages  that  utilize  appropriate  third-party 
software. 

Bland  says  Quark  will  also  address  the 
cumbersome  procedures  related  to  licens- 


channel  devoted  to  classical  music 
called  Fanfare. 

The  programming  would  include 
music  videos,  interviews  with  perform¬ 
ers  hosted  by  the  channel’s  main  host, 
Dick  Cavett,  and  news  about  develop¬ 
ments  in  classical  music. 

The  Freedom  Forum  is  a  nonpartisan, 
international  foundation  dedicated  to 
free  press  and  free  speech  issues.  It  was 
established  in  1991  under  the  direction 
of  founder  Allen  H.  Neuharth  as  succes¬ 
sor  to  the  Gannett  Foundation.  The 
forum  is  involved  in  conferences,  educa¬ 
tional  activities,  publishing,  broadcast¬ 
ing,  online  services,  fellowships,  part¬ 
nerships,  training,  and  research.  Its  work 
is  supported  by  income  from  an  endow¬ 
ment  worth  more  than  $1  billion  in 
diversified  assets. 

WETA  is  the  third  largest  producing 
station  in  the  public  television  system 
and  the  flagship  public  broadcaster  in  the 
nation’s  capital.  The  station  produces 
approximately  350  hours  of  national  pro¬ 
gramming  annually  and  has  won  major 
recognition  from  Peabody,  DuPont, 
Columbia  Journalism,  New  York 
Festival,  and  Ohio  State,  as  well  as  local 
and  national  Emmy  awards.  ■! 


ing  additional  QPS  seats. 

The  pagination  session  itself  opened  on 
a  decidedly  different  note,  however,  when 
Austin  (Texas)  American-Statesman  pre¬ 
press  production  manager  Paul  Mowry 
recalled  asking  staffers  to  give  up 
QuarkXPress  —  “that  excellent  system” 

—  and  begin  using  something  “a  little  less 
excellent”  that  also  happened  to  offer 
other  components  designed  specifically 
for  newspapers. 

Mowry 's  paper  and  the  entire  Cox 
chain  converted  to  Digital  Technology 
International’s  software.  Mowry  says  the 
system  conversion  and  move  to  full-page 
output  to  negative  met  retum-on-invest- 
ment  expectations  through  work  force 
reductions  that  incurred  no  layoffs  and 
only  two  early  retirements  from  the  com¬ 
posing  room. 

The  system  was  installed  in  three  months 
and  rolled  out  in  groups  over  10  weeks. 

In  contrast  to  running  proprietary  soft¬ 
ware  using  a  standard  client-server  archi¬ 
tecture,  London-based  Associated  News¬ 
papers  Ltd.  (2.4  million-circulation  Daily 
Mail,  Sunday  Mail,  and  470,000-circula¬ 
tion  Evening  Standard)  relies  heavily  on 
XPress  —  within  its  Quark  Publishing 
System  —  with  links  to  its  old  System 
Integrators  front  end  and  to  the  new  front 
end  it  developed  using  Lotus  Notes  group- 
ware  on  a  newsroom  intranet. 

“The  aim  was  not  to  become  dependent 
on  individual  suppliers,”  says  ANL  group 
technology  director  Allan  Marshall. 

ANL  is  now  about  two-thirds  of  the 
way  into  rolling  out  its  TOO-seat  system. 
Initially,  says  Marshall,  there  were  “seri¬ 
ous  problems,  particularly  of  scalability” 

—  maintaining  stability  and  performance. 

A  Notes  upgrade  is  slated  for  spring. 

For  now,  ANL  relies  on  six  interfaces 
among  the  three  systems.  Its  new  Notes- 
based  front-end  mimics  the  workflow  of 
the  system  from  SII,  which  has  licensed 
ANL’s  work  in  order  to  offer  a  future 
Notes-based  system  of  its  own  as  an  alter¬ 
native  to  its  Tandem-based  System/77 
with  Windows-based  clients. 

For  Thomson  newspapers,  the  aim  of 
pagination  was  to  increase  customer  satis¬ 
faction,  simplify  processes,  increase  rev¬ 
enues,  and  reduce  operating  expenses, 
according  to  technology  vice  president 
Steven  B.  Strout.  Unlike  Cox,  Thomson 
settled  on  no  single  vendor.  All  systems, 
however,  aim  to  be  able  to  exploit  the 
Portable  Document  Format,  wide  area 
networking,  and  computer-to-plate  output 
as  the  new,  though  not  yet  perfected,  stan¬ 
dard  technologies,  says  Strout.  Hi 
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E&p  SHOP  TALK  AT  THIRTY 


by  John  Palen 


Contest  judge  undergoes 
restoratien  of  faith 

Newspapers  embody  a  regular  sense  of  continuity  —  getting 
the  news,  getting  it  out  on  deadline,  and  connecting  to  people 


Helping  to  judge  a  state  press  asso¬ 
ciation  newspaper  contest  —  as  I 
did  recently  for  the  Virginia 
Press  Association  —  restores  my  faith  in 
Journalism. 

In  the  world  of  Journalism  with  a  capi¬ 
tal  J,  the  big  issues  are  morphing  technol¬ 
ogy,  mega-mergers,  and  the  market-driven 
descent  into  tabloidism. 

But  in  Norfolk, 

Lynchburg,  Bristol,  and 
dozens  of  other  Virgin¬ 
ia  towns  and  cities, 
small-j  journalism 
seems  to  move  along 
with  reassuring  famil¬ 
iarity  and  quality.  I  had¬ 
n’t  worked  in  a  newspa¬ 
per  office  for  15  years, 
but  I  felt  at  home. 

Newspaper  reporters 
and  editors  in  Virginia 
regularly  achieve  some¬ 
thing  that  is  both  very 
simple  and  very  difficult.  They  get  their 
papers  out,  every  day  or  every  week,  with 
news  and  opinion  about  important  issues 
in  their  communities. 

About  30  Michigan  newspaper  people 
came  together  recently  to  judge  the 
Virginia  contest  for  the  Michigan  Press 
Association. 

Plied  with  pa.stry  and  coffee,  I  judged 
daily  newspaper  editorials  in  three  cate¬ 
gories  —  small,  medium,  and  as  large  as  it 
gets  in  Virginia. 

To  be  sure,  although  a  few  of  the  edito¬ 
rials  were  downright  elegant,  most  bore 
the  marks  of  hasty  thinking  and  writing. 
Much  could  have  been  said  better,  more 
strongly  or  more  concisely.  The  better 
ones,  however,  transcended  such  flaws.  In 
the  face  of  the  Big  Three  Enemies  — 
scant  staff  resources,  special-interest 
pressure,  and  deadlines  —  they  rose  per¬ 
haps  not  to  elegance  but  to  eloquence  as 
they  sought  to  help  readers  make  sense  of 
the  world. 

Mentally  ill  people  were  dying  under 
questionable  circumstances  in  state  men¬ 


tal  hospitals.  People  who  had  been  the 
subject  of  investigations  were  running  for 
sheriff,  and  the  reports  of  the  investiga¬ 
tions  had  not  been  made  public.  Roads 
and  highways  in  rapidly  growing  areas 
were  dangerous  —  carrying  many  times 
the  traffic  for  which  they  were  designed. 
Editorial  writers  laid  out  the  facts  of 
these  situations  and 
struggled  to  find 
answers. 

In  one  small  city, 
prostitution  was 
springing  up.  Tougher 
law  enforcement  was 
the  obvious  response, 
but  the  editorial  didn’t 
stop  there. 

It  related  the  issue 
to  a  broader  social 
context  in  a  communi¬ 
ty  where  economic 
troubles  were  putting 
a  strain  on  individuals 

and  families. 

In  another  community,  the  historically 
white  cemetery  was  spruce,  but  the  his¬ 
torically  black  cemetery  had  fallen  into 
disrepair. 

No  matter  what  your  ethnic  back¬ 
ground.  an  editorial  suggested,  go  out  to 
that  cemetery  and  adopt  a  plot  —  perhaps 
one  with  the  same  last  name  as  yours. 

Is  a  local  state  senator  taking  a  public 
relations  job  with  a  company  that  had 
been  helped  by  legislation  he  supported? 
Call  him  on  it.  Are  recently  merged  hospi¬ 
tals  cutting  specialized  .services  after 
assuring  folks  they  wouldn’t?  Hold  their 
feet  to  the  fire.  Trot  out  officials’  quotes  at 
the  time  of  the  merger.  Ask  questions. 
Expect  answers. 

Most  editorials  were  on  local  or  state 
issues  —  but  several  papers  submitted 
their  views  on  the  Clinton  impeachment 
controversy  as  among  their  best  work. 
(Most  called  for  resignation.)  Local,  after 
all,  doesn’t  just  mean  what  is  near  geo¬ 
graphically.  It  means  what  impacts  peo¬ 
ple’s  lives,  what  they  are  talking  about  at 


the  coffee  shop. 

It’s  not  that  the  editorial  writers  had  all 
the  answers,  or  even  explored  the  full 
range.  Like  the  organizations  that  employ 
them,  they  tend  toward  the  center. 
Proposals  that  aren’t  moderate,  gradual, 
and  conciliatory  get  scant  ink  in  Virginia, 
as  elsewhere. 

Nevertheless,  these  editorials  would 
have  gotten  pteople  talking.  They  would 
have  kept  the  pot  stirred. 

Judging  lasted  all  day.  Wearily  arriving 
home  around  suppertime,  1  picked  up  my 
local  newspaper  from  the  front  porch  —  a 
familiar  bundle,  delivered  on  time  another 
day.  I  turned  to  the  editorial  page,  as  if  for 
reassurance.  Yes,  there  it  was,  an  editorial 
on  an  issue  that  would  make  a  difference 
in  my  life. 

This  one  was  on  fwwer  deregulation  in 
Michigan.  I  didn’t  agree  with  it.  “How 
could  they  have  written  that?’’  1  said,  the 
wheels  turning  in  my  mind. 

I  forget  who  it  was  who  once  said  that 
the  unique  role  of  journalists  is  that  they 
are  the  only  people  in  our  society  who  are 
paid  to  try  to  make  sense  of  the  world  on 
a  daily  basis.  That’s  not  an  easy  task.  I’m 
reassured  for  democracy  when  some 
activity  like  judging  a  contest  reminds  me 
that  it’s  still  being  done.  WM 


Palen,  an  associate  professor  of 
journalism  at  Central  Michigan  Uni¬ 
versity,  lives  in  Midland,  Mich.  During 
a  20-year  daily  newspaper  career 
ending  in  1983,  he  wrote  some  800 
editorials  over  four  years. 

Shop  Talk  writers 

Shop  Talk  columns  should  be  sub¬ 
mitted  to  senior  managing  editor  Steve 
Yahn  (e-mail  stevey@mediainfo.com, 
fax  212-691-7287,  mail  Editor  & 
Publisher  11  W.  19th  St.,  lOth  Floor, 
New  York,  N.Y.  10011.  Submissions 
should  be  no  longer  than  900  words 
and  should  relate  to  newspapers  and 
journalism. 


It’s  reassuring 
for  democracy  when 
an  activity  like 
judging  a  journalism 
contest  serves  as 
a  reminder  that  it’s 
still  being  done. 
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Brighter  Newsprint  Sets 
New  Nationai  Daiiy  Apart 

“National  Bright  has 
exceeded  our  expec¬ 
tations.  Its  benefits 
with  regard  to  quality, 
runnability  and  yield 
clearly  outweigh  the 
premium.” 

Patrick  Brennan 
Vice  President,  Manufacturing 
National  Post 


When  Southam  Inc.  was  planning  the  daily  it  recently  introduced 
across  Canada,  the  publishing  chain  wanted  a  newsprint  that  would 
distinguish  the  National  Post  from  its  competition. 

Southam  presented  this  challenge  to  newsprint  suppliers 
just  three  months  before  the  launch.  Atlantic  Newsprint 
quickly  responded,  developing  a  high-density,  super-bright 
sheet  especially  for  the  new  daily  in  Toronto. 

Known  as  “National  Bright”,  the  newsprint  is  a  premium- 
grade,  standard-weight  paper  that  gives  the  National  Post  a 
cleaner  look  and  sharpens  its  colour  reproduction. 

For  a  superior  response,  follow  Southam’s  lead  and  look 
to  Atlantic.  We  specialize  in  fast,  innovative  solutions, 
backed  up  by  dependable  performance. 


NEWSPRINT  COMPANY 


FIRST  IN  100%  RECYCLED  NEWSPRINT 


Tel  905  686-5952  /  Fax  905  686-5900 


Michelle  Micklewriglit 
Advertisin;>  M;mager,  Viestem  Region 
Heritage  New’spapere 
Saline.  .Ml 
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